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Cold punched 


or hot pressed, 
Lamson nuts 
will fit 


Lamson production men watch 





closely over every process in- 
volved in making cold punched 
or hot pressed nuts. All that 
modern mechanical equipment 
can do toward making a fine 
product of great accuracy in every 
detail is done under the experi- 
enced supervision of men whose 
ability in bolt and nut manufac- 
ture is generally recognized. 

These men see to it that the 
faces of Lamson nuts are smooth 
and true; that the corners are 
sharp, and chamfers even. When 
you turn down a Lamson nut the 
accurate fit tells you plainly that 
here indeed is a product made 
with exceeding care and skill. 

Great manufacturing facilities 
enable Lamson & Sessions to ship 
promptly, out of stock, practi- 
cally any quantity desired of 
cold punched, hot pressed or 
semi-finished nuts. 

THE 

LAMSON & SESSIONS CO. 


General Offices 
Cleveland, Ohio 


HARDWARE AGE, 
Tork, N.. X., 0. &. 


Established 1855. 


(Printed in U 
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‘The love of a man for a woman 
can make sales for you 


HAT’S love got to do 
with the hardware busi- 
ness? Well, for one thing, 
properly applied, it offers an 
easy way to make sales of 


Corbin Night Latches. 


First, though, let’s get this love stuff straight. 
It’s powerful medicine. According to psycholo- 
gy, outside of the law of self preservation, this 
sex instinct is the strongest emotion there is. 
Often you can get a man to make a purchase 
because he knows it will make his wife happy 
when no other argument will budge him an inch. 


You areas susceptible to this as any oneelse. Ask 
yourself, ““Why did I buy that life insurance of 
mine?” You know why. Not because it was a 
good investment. Not on your life. You bought 
it because you loved your wife and wanted to 
protect her. That’s why—and that’s why the 
love of a man for a woman can sell Corbin 
Night Latches for you. Here’s how to do it. 


After you have filled the order of the next man 
who comes in your store, ask him this: “By the 
way, Mr. Smith, do you happen“to know what 
kind of locks are on your rear door and cellar 
door? Are they the same as on your front door?” 


(You know they’re not—nine times out of ten. 
Usually the front door has a cylinder lock and 
the others just a cheap, flimsy little fellow the 
clumsiest amateur could force.) 


This question, though, starts him thinking. 
Then you point out that 





the front, he has no protection 
at all. Take down a Corbin 
Night Latch—put it on the 
counter. Show him how the 
cylinder collars are recessed so 
that the entire cylinder is em- 
bedded in the door and so cannot be attacked 
by nippers or a jimmy. Point out finally that 
the Corbin ball bearing cylinders provide the 
same high degree of security and have the same 
master key advantages as other famous Corbin 
locks. Then offer to start today to put one of 
these Corbin Night Latches on every one of his 
lower floor doors. If he hesitates, and mumbles 
something about “not just now’—shoot him 
the final clincher. 


Say to him, “Mr. Smith, you are not able to be 
home every night. You get called away unex- 
pectedly once in a while, don’t you? Suppose 
you get called away like that some night this 
week. You see how dangerous it is not to have 
all your doors burglar-proofed. Do you want to 
leave your wife unprotected? Think how much 
safer, how much less nervous she will feel if you 
let me make them burglar-proof with Corbin 
Night Latches. Then your wife and family will 
be safe, no matter when you're called away. 
For her sake, make up your mind now. You 
never can tell what may happen. Next week 
may be toolate.”’ That appeal gets any real man. 


Remember, nineoutof ten men whocomein your 
store are live prospects 


if he hasn’t as good a P. & F. CORBIN "3S! SEX BRITAIN for these burglar-proof 
’ Corbin Night Latches. 


The American Hardware Corp., Successor 


Chicago 


lock on his rear door and 
cellar door as he has on 
New York 


Philadelphia Start in on them today. 
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EVEREADY 





THEy puy THEM To SEE 


LET THEM SEE so tHey’tt BUY 


YOUR customers have one good reason for 
buying Eveready Flashlights. To see! But 
several things make them buy. And one thing 
is seeing Evereadys! Seeing is buying, in any 
language. So give Evereadys plenty of dis- 
play. Especially during the summer months. 
Because “Vacation Days are Flashlight Nights.” 
And we’re not letting the world forget it! 
The first big Eveready Drive of the year is 
already under way. Magazines, newspapers, 
color-sections, roto, and radio are warning 


Eveready. And people are taking it to heart. 
They’re getting the flashlight habit! 

Only one more thing is needed to make 
Eveready’s Vacation-Drive a big success for 
every Eveready dealer. That rests with you. 
Let your customers see that you have Ever- 
eadys. Display them on top of your counter 
in the attractive packages. Use the window- 
posters. Brush up on the features of various 
Evereadys so you can give an occasional sales- 
talk. Do everything you possibly can to make 
your customers see Evereadys, 


the world not to go on its vacation without an 


HERE’S THE “LIGHT” ARTILLERY FOR HEAVY SALES 


We’re unable to show you all the publications which 
are carrying Eveready vacation-advertising. But there 
are enough to blanket the country! Not a single sec- 
tion of the United States is excluded from this safety- 
compelling campaign. Wherever you are or wherever 
you go, you'll see Eveready advertising! And so will 
everybody else! 

Get behind the campaign while it’s in full swing. 
Put see-power into your Eveready displays. Stack the 
display-packages in neat groupings on top of your 
counter. And get them near the cash-register or 
where customers wait for packages. “Vacation Days 
are Flashlight Nights.” See that your customers see 
your Evereadys. And see that not one goes on his va- 
cation without one or two Evereadys from your stock! 


| 
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ON DAYS ARE FLASHLIGHT NIG 





MAKE YOURSELF 
AT HOME 

- WITH AN 

EVEREAD 


a 
tom ve atfe tra yas eae am Boereay Pang 


1 Lethon wm pes ser path wlth Refit 
Iettnng dee the beens 


all summer long! 


“= FLASHLIGHTS 
ZES & BATTERIES 


During last summer’s vacation-drive, on Eveready 
Flashlights, we made a test. Ten stores did not give 
whole-hearted display to Evereadys. And ten other 


stores did. 





NATIONAL CARBON COMPANY, INC. 


Branches: 





TYPICAL MAGAZINE 
AND NEWSPAPER 
ADVERTISEMENTS 


(Reduced from full-page size) 


Millions and millions of people will see these 
and other Eveready Flashlight advertisements, 


DON'T 
DOUBT DISPLAY! 





® 
ARE FLASHLIGHT NIGHTS 
3 Fees PETS ae 









- MA FLASHLIGHTS 
"HE" BATTERIES 


See te Shere te Set apes te OR 











The ten that did had a 74% gain in sales over 
the ten stores that did not tie in with the vacation 
campaign! Don’t doubt the sales-making value of 


display. 


THESE EVEREADY ITEMS 
ARE THE BIGGEST 


FOR MOTORISTS 


Eveready No. 2671 is a two-cell, focus- 
ing model. Shoots a light 400 feet — or 
makes a floodlight for close by. Remind 
every, motorist that an Eveready is as 
necessary as a rim-wrench for changing 
tires at night. No. 2671 comes in red, blue, 
or black. Retails at $1.50, complete with 
batteries. 


FOR COTTAGERS 


No. 2605 is a sturdy, useful, low-priced 
Eveready for general indoor and out- 
door use. Tell every cottager that sum- 
mer cottages are usually frame and far 
from fire-proof — and to play safe with 
an Eveready. No. 2605 comes in red, blue, 
or black. Retails for $1.25, complete 
with batteries. 


* 


FOR WOODSMEN AND CAMPERS 


Eveready No. 2697 is the Official Boy 
Scout Flashlight. Ideal for fishermen, 
ete. Every Eveready improvement, plus 
the clip on the back. The user switches 
the light on — snaps the flashlight to 
his belt or coat-pocket — and has both 
hands free! $2, complete with batteries, 
retail. 


FOR EVERYBODY 


No one should go on his vacation with- 
out an extra supply of these little light- 
makers. Sell your customers on the idea. 
Eveready Batteries fit and improve all 
makes of flashlights. They are dated. 
You know they’re fresh! Only ten cents 
apiece, retail. 


* 


The Evereadys listed above, and other best sellers, are in display-packages Nos. 
21 and 30. Get them! And put them where your customers won’t have trouble 
seeing them! 


General Offices: New York, N. Y. 


Chicago Kansas City New York 


San Francisco 


VACATION-SELLERS 








EVEREADy 


FLASHLIGHTS 
& BATTERIES 


Unit of Union Carbide CE) and Carbon Corporation 
—they sell faster 


The Eveready Hour, radio’s oldest commercial feature, is broadcast every Tuesday evening 
at nine (New York time) from WEAF over a nation-wide N.B.C. network of 30 stations. 


DON’T FORGET THE EVEREADY PEN-LIGHT! 
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THE PHARIS IDEA 
EVENTEEN years ago Carl Pharis said: “If we build good tires 
and tubes and sell them without stores, warehouses, branches or 


salesmen, to responsible concerns who pay their bills, we can under- 
sell our competitors and furnish a better product.” 


“WE CAN UNDERSELL 


OUR COMPETITORS 


AND FURNISH A BETTER PRODUCT” 


With competition keener today than ever 
before, and with the tire user buying the mer- 
chandise rather than the name...what better 
time to join hands with a concern whose time- 
proved policy permits the merchant to under- 


sell competition, make a liberal margin of 
profit and, at the same time, offer grade for 
grade quality without a peer. We'll be glad 
to give you the facts. The Pharis Tire & 


Rubber Company, Newark, Ohio. 


that’s why PHARIS accounts are making money! 
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WE WELCOME YOU 


To The Nation's Hardware Center 


* St. Louis: 


The Birthplace of America’s 
foremost Hardware Brand 


© | BEEN KUTTER 
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Full speed ahead and full width at the side with every forward 
or backward stroke because the 12-inch blade is free from 
bolts, nuts and braces. 

The higher they grow the quicker they fall, as the open 
end construction prevents tall weeds piling up against or 
“choking” the blade. 

Blade and shank forged from a single piece of tough, 
edge-holding, high manganese bar steel—no rivets, 
bolts or welds to come apart. 


UNION SPEEDY WEED KUTTER 


(Patent Pending ) 


is the SPEEDIEST and STURDIEST weed cutter ever 
made for clearing steep banks, the sides and bot- 
tom of ditches, fence corners, railroad rights of 

way, paths, bridle trails and for trimming grass 
and weeds under fences, around the edges of 

lawns, sidewalks, driveways and flower beds. 


‘ % 

EXCLUSIVE AND ALL-IMPORTANT 

FEATURE 
The “hang” of the tool can be adjusted to suit 
the height of the user by changing the angle | 
ofthe shank, by bending inaviseatthis point, #74 
thus preventing backaches and allowing 
blade to swing flush with the ground 


with an easy, comfortable motion. 





FREE SAMPLE 
To Interested Dealers 

















THE UNION FoRK & HOE COMPANY 


COLUMBUS, OHIO 
Manufacturers of a Complete Line of Forks, Rakes, Hoes and Special Purpose Tools 








ee 
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For Outdoor Life 


Spring Summer Autumn 


Light weight handled axes are indispensable 
for CAMPERS and MOTOR TOURISTS. 





The Kelly line of small axes is complete. 


The low priced ones, as well as the more expensively 
finished, are all FORGED from high grade steel. 





“Kelly World’s Finest’ Kamp Axe 


Blade and head polished; poll painted to 
match COLOR TIPPED HANDLES; red, 


A Practical Serviceable, High Grade Tool green, evenge. Heavy Head for Driving 
IT IS THE pyc a doz. (two of each color) in Sharp Bevel Nail-Slot 
BEST LOOKING A Handy Tool 
AND IS THE For General Use 
BEST SMALL 
AXE MADE Furnished with or Without 


Sheath 





1% Ib. Axe, 14-inch Hickory Handle 


“Perfect” Boys Axe 
Full polished, with blue bevels 













No. 0—1% lb. Axe. 24 inch high grade hickory handle 
No. 2—2¥Y%, lb. Axe. 28 inch high grade hickory handle 
No. 3—2% lb. Axe. 28 inch high grade hickory handle 


“Falls City” House or Camp Axe 
one pwede — Axe Painted red with blue bevels and polished blade. 
Fawn foot hickory handle, stained walnut. 





2% lb. Axe. 19 inch hickory handle 
2% Ib. Axe. 19 inch hickory handle 





1% Ib. Axe. 14 inch hickory 
handle 





“Union Tool Co.” 


Ebony finish. Hickory handle, stained walnut. 
Low Priced, Made for Service, with practical, inexpensive finish. 





Hunters’ Axe 


Boys’ Axe 









No. 0. 1% Ib. Axe. 24 inch handle 
No. 2. 2% lb. Axe. 28 inch handle 





1% Ib. Axe. 14 inch handle 


Order through your Jobber 


KELLY AXE & TOOL CO., Charleston, W. Va. 
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ACCO Chain 
Specialties : 


Porch Swing Chains; Ham- 
mock Chains; Sash Chain; 
Dog Leads: Dog and Kennel 
Chains; Wagon Chains; Coil 
Chain, Welded and Weldless; 
Plumber and Safety Chain; 
Log or Binding Chains; Well 
Chain; Trace Chains; Heel 
Chains; Butt Chains; Breast 
Chains; Halter Chains; Repair 
and Lap Links; Hooks and Cold 
Shuts, etc. 





Feature 

Tenso Chain 

in bulk or made 

up into farm specialties. Sales are quick and easy 
..and profitable...if you put forth just a little 


reminding pressure. 


Check over your stock of Chain. Don’t overlook 


this profitable, easy selling item. 


AMERICAN CHAIN COMPANY, Inc. 
BRIDGEPORT, CONNECTICUT 
World’s Largest Manufacturer of Welded and Weldless Chains 
for All Purposes 


District Sales Offices: Boston, Chicago, New York, Philadelphia, 
Pittsburgh, San Francisco 


IN CANADA: Dominion Chain Company, Limited, Niagara Falls, Ontario 
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VACUUM... 
CHAMBER 


t= 





IAMIONVALLY 
BADNERTISED | 


T= we are—right at the be- 

ginning of the big summer sell- 
ing season for Myers Water Sys- 
tems with a more complete and bet- 
ter advertised line than ever before. 


New features, new improvements, 
new standards of operation. De- 
pendable, high quality outfits that 
give low-cost, honest service, what- 
ever the conditions or requirements. 


Deep or shallow wells, any kind 
of power, any capacity up to ten 
thousand gallons of water per hour. 


Nationally advertised the year through 
in leading farm, class and trade publica- 
tions. And now comes the biggest and 
most important step of all—a compre- 
hensive campaign in the world’s greatest 
magazine, The Saturday Evening Post. 
It’s under way now and will continue for 
months to come. Upwards to fifteen 
millions of new people will be reading 
about Myers Water Systems. Many of 
them are prospective purchasers. This 
business will be yours if you are ready 
to take care of it. 

Action now will bring you ample profit. 
Month by month power lines are pene- 
trating deeper and deeper into rural com- 
munities. Better standards of living are 
steadily paving the way for running water 
at the turn of a faucet. 

The outdoor world—summer homes 
and cottages, hotels, resorts, golf courses, 
summer camps and lodges, welcome the 
conveniences of running water. Central- 
ized schools, ‘rural churches, public and 
private institutions, service and filling 
stations afford a live market for water 
systems. The field for sales is practically 
unlimited. The Myers line of Water Sys- 
tems offers the greatest opportunity to 
reach it in its entirety. 

Write or wire. 


The F. E. Myers & Bro. Co. 
Pump Builders Since 1870 
ASHLAND, OHIO 


ENC hoice o 
DISERIMINATING BUYERS 
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But He Knows 
His Roller Skates 


A youngster may not understand the mechanical fea- 
tures of roller skates, but he’ll instinctively tell you 


whether they roll EASILY or not. 


And it’s the EASY ROLLING of Union Hardware 
Ball Bearing Extension Roller Skates that have made 
them World famous. Known for over 75 years. 


Mechanically perfect, strongly constructed, attrac- 
tively finished—these skates bring joy to millions of 














skaters. Dealers who sell 


~ UNION HARDWARE 


Ball Bearing Extension Roller Skates 


find them most profitable to handle. 


Made with finest ball bearings, with self- 
contained wheels, and trucks that oscillate on 


best rubber cushions. 


These skates build trade and hold customers. 
Patterns and extension sizes for all ages. Ball 


Bearings and Plain Bearings. 


All Jobbers handle Union Hardware Com- 


pany Skates; write to us for a Catalog. 


HARDWARE COMPANY 


Reg. U. S. Pat. Off. 


TORRINGTON, CONN., U. S. A. 


New York Office: 151 Chambers Street 
Established 1854 Incorporated 1864 









For 
Children 


For Boys 
and Girls 
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RICH LADDERS 


Build Better Business 


Make your ladder sales climb— increase 
your profits—satisfy your customers—with 


RICH SAFE SPRUCE LADDERS. 








Famous throughout the nation for safety 
and service. There are RICH LADDERS for 
every purse and purpose. 








Write for Catalog and Prices. 
WE PAY THE FREIGHT 





The 
RICH 
PUMP 


and 


LADDER 


COMPANY 








v 


CINCINNATI 
OHIO 
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Teeth That 
KEEP 
Their Bite 













WALWORTH 







STILLSON 
WRENCHES 









MhELSEN ne 


Sue pR ESTO} 

















@ We have on our mailing list the names of 
150,000 mechanics. @ These are not men who 
might possibly use Walworth Stillson wrenches, 
but men who earn their living with them. @ Their 
names were given to us by the very same whole- 
sale dealers who supply you with Walworth 
Stillsons. @ We are telling these tool users about 
the Genuine Master Stillson and why it is the 
toughest, strongest and longest-lived wrench they 
can buy. @ We are telling them to buy their 
Master Stillson wrenches from you and that you 
have a full line of Master Stillsons in stock. @ If 
you have, you can count on getting your good 
and profitable share of this business. 


WALWORTH 


Walworth Company, General Sales Offices: 60 East 42nd St., New York 
Plants at Boston, Mass.; Kewanee, IIL; Greensburg, Pa; and Attalla, Ala. 
Walworth Company Limited, 660 St. Catherine Street West, Montreal, P.Q. 
Walworth International Co., 11 Broadway, New York, Foreign Representative 


- +. Distributors in Principal Cities of the World... 
































16 HARDWARE AGE for JUNE 12, 1930 






























































Field 


Used in winning more trapshoot- 
ing championships than any other 
shell. The Choice of Champions. 





Xpert 


The ideal quail and rabbit load. 
“The shell witha million friends.” 
Top quality at a popular price. 


Lubaloy 


. PISTOL CARTRIDGES 
Used in winning hundreds of 
pistol events. The choice of police 
everywhere. 





The fastest selling long-range duck 
load on the market. The load with 
the Short Shot String. 





Lubaloy Lubaloy 


Coated .22’s 


“Bullets of Gold.” Straight shoot- 
ing. Free from grease. Clean to 
handle and keep the rifle clean. 

















HIGH-POWER CARTRIDGES 


Deadly accurate. Preferred by big 
game huntersand important 
scientific expeditions. 








Each Western Shell and Cartridge Has 
Exclusive Advantages that Shooters Want! 














The Western line is made up of featured leaders 
in each type of ammunition. Each has exclusive 
features with a strong appeal to ammunition 
users. WesTERN Super-X, Fieldand Xpert shells 
are outstanding leaders in shotgun ammunition. 
Super-X is the famous long-range duck lbad 
with the Short Shot String. Field shells have 
been popular for more than 20 years with field 
and trap shooters. The hard-hitting Xpert shell 
is a top-quality load at a popular price, for all- 
"round shooting. 


New Window Cut-out 


The new Western window display cut-out is 
a novel display piece. Shows many kinds of 
game and game birds. Four feet high. Tencolors. 
Will bring ammunition buyers into your store. 


Among rifle and pistol shooters WesTERN Lub- 
aloy cartridges are recognized everywhere for 
their remarkable accuracy and dependable shoot- 
ing qualities. All Lubaloy rim-fire and center- 
fire cartridges are non-fouling. CLEAN to 
handle! CLEAN to shoot! 


Stock Western, the simplified line, for faster 
turnover and a larger volume of business. 
There’s a Western jobber near you. It will 
pay you to get in touch with him. 


WESTERN CARTRIDGE COMPANY, 650Hunter Ave., East Alton, Ill. 
Branch Offices: Hoboken, N. J.; San Francisco, Cal. 








Write for This 
free booklet of West- 


ERN sales helps. News- 
paper cuts, window dis- 
lays, store signs and 
iterature, furnished 
freeto Western dealers. 


World’s Champion Ammunition 


ae ee eee 
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WILL YOU 
DO THIS 
SIMPLE 
PROBLEM 


yf 





No. 15 Velocipede 





No. 6 Trojan Steel Coaster 








The SEASON The BLUE STREAK LINE 





«/ 
g ; : 
“SCRREES Inereased Sales 


‘ Proper Display — and More Profit 


School is over and vacation time is here. The children 
are out-of-doors. The weather is ideal for the use of 
children’s vehicles—and all children want them. 


Why not display one of the numbers shown here, plac- 
ing it either in your window or in the fore part of your 
store—where it may be readily seen. It will appeal to 
the children and their parents. For the Blue Streak Line 
has “Style,—and lots of it.” 


A little display will very often make a profitable sale. 


Combining the display with the big selling season for 
children’s vehicles will mean many profitable sales. 


Good Jobbers, everywhere, carry the Blue Streak Line. 


The TOLEDO METAL WHEEL CO. 
TOLEDO, OHIO 





ee 


No. 695 Airplane 
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THERE CAN BE NO QUESTION 


NSY, 


JN That It Will Pay 
You to Feature 
Winchester Shells 


Pest. because they give you a line es 
caneffectively feature. Dependable, box 


after box, they give you, grade for grade 
and load for wa shells of the utmost sure- 
ness of fire, velocity and uniformity of 
pattern. 


This has been exhaustively proved, in test 
after test, by the shooting o thousands of 
shells. These tests have demonstrated the 
remarkable dependability and retention of 
ballistic excellences at all temperatures 
from 50 degrees below zero to 100 degrees 
in the ‘sam. 


Result? Fast ignition — high velocity — 
great certainty of fire at all temperatures 
and remarkable uniformity of pattern in 
all Winchester shells —Lacquered Leader 
—Speed Loads—Repeater—Ranger. You 
know what that means in sales possibilities. 


And then. there*s—that—distinctive shot- 
shell feature of the year in Winchester 
Lacquered Leaders—the handy new boxes 
of ten. The highest grade shot-shell made 
in the handiest packing... 


See your jobber now and make sure you 
are prepared to feature the shells which 
offer you these strong points to feature. 

Winchester products are-backed by a 
heavy, nation- blanketing advertising cam- 
paign—and that campaign will be vigor- 
ously behind Winchester shells and guns 
this fall. 












































Meanwhile, don’t forget 
Winchester Staynless 
Kopperklads — steadily be- 
coming the most popular 
of small bore ammunition. 
Going bigger every day. 


WINCHESTER REPEATING ARMS CO. 


New Haven, Conn. 















ae 
fe, 
7 






Yi oreD OLLARS o& 
=) Fo) ab wa you with 


, y F -_" # a, 


No other model electric trains in the world approach LIONEL 

in power, mechanical perfection, beauty or VALUE. You 

will find that LIONEL prices are lower for better quality, 
finer, more beautiful trains. 


There is more money for you in handling LIONEL TRAINS. 
They are the most widely advertised trains in the world. They 
sell more quickly. They are what your customers demand. 
And there are more dollars of profit for you in featuring 

this remarkable line. 


This Lionel Train 
Retails For 


This year Lionel % =0 
will inaugurate the \ y J rs 
greatest advertising st 
campaign in its his- 
No. 385. Passenger outfit “Lionel Standard” 


tory — using Radio, track. The: greatest value ever offered in a 
Magazines, Newspapers, ° oh steam-type outfit. A magnificent steam-type 


. locomotive—a real giant of the rails, plus 
Catalogs and Displays. A an illuminated pullman and an illuminated 


Lionel magazine for boys is ‘ A observation car. The price is remark- 
now published. ably low at $27.50 retail. 


BE PREPARED. 
ORDER EARLY. 
This Will Be a Record 
Lionel Year. 


These 2 pages show you 
some of the outstanding 
LIONEL values for 
the 1930 Christmas 
season. Get aboard! 
Write for our in- 
teresting dealer 
proposition! 





No. 810. “O” Gauge Operating Derrick Car. An Retail 
important addition to the superb line of “O” Gauge Price 
freight cars. Accurately designed after most approved 

models. Complete operation of cab, boom and tackle. a” fai 


ad 3 N 
| /X@ 
IHE LIONEL CORPORATION, 15-17-19 East 26th Street, N. Y. City AN \a \ 














LIONEL ELECTRIC TRAINS 


y~ 





3 
Pa A board—with these extraordin ary 


LIONEL TRAIN calues for 1930 






























See that your stock 
includes these 
LIONEL feature 
items. Be pre- 
pared for the 
biggest LIONEL 
train business in 


history. A Remarkable $y -7° Retail 


Value at 
“O” Gauge Outfit 


Lionet’s No. 232. “O” Gauge 
Steam-type passenger outfit with 
ten sections of track. To retail at 
$11.25. 


$ 758 
to Retail at 12 
“O” Gauge Outfit 









Lionel’s No. 296. “O” Gauge outfit 
—with electrically lighted cars and 
reversible locomotive with two 
headlights and 12 sections of track. 
To retail at $12.75. 





"ate Big Value $30-°° 


Retailing at 
“Lionel Standard” Outfit 













Make your store the LIONEL 
Lionel’s No. 352 E Train Headquarters of your 


for “Lionel Standard” City. Show complete stocks! 
track. With “Distant- Feature Lionel Trains. They 
Control” super-motor sell fast. They are the best 
locomotive. Illumi- known of all trains. They are 


nated cars with 12 sec- the finest trains manufactured 
a : ~ yy see today. Write for our interest- 
retail a wu. ing dealer proposition. 


THE LIONEL CORPORATION gestae nt: Begg steal 
ircul reaker oO. rain She 

15-17-19 E. 26th Street A strikingly fine Lionel Here is a new freight station—enameted 

New York City accessory. Red light il in brilliant colors, staunchly constructed Es 

luminates, and current is as only Lionel accessories are. It will : 

Lionel Western Coast Branch ‘ ‘ automatically shut off if help sell more freight trains. Retails for 
M. Sweyp, Representative cnet Gucaee: eae, train jumps the track. $7.50. 

788 AS pth Haroip F. Ritcuiz & Co., Ltp. Functions as an automatic 
Mission St. ‘ Toronto and Branches and never-failing safety 
San Francisco, Calif. signal. Retails for $3.25. 





LIONEL ELECTRIC TRAINS 
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H&R 


“Hammerless” Sing 


(New) 


This new H & R Gun offers THE GREATEST GUN 
VALUE ON THE MARKET and costs the consumer less 


than any other hammerless gun. 





le Gun 






. Dangers of external hammer are eliminated. 
Automatic safety operated by cocking cam. 
Firing mechanism cocked by top lever. 


Sear positively locked by safety, making acci- 
dental discharge impossible. 


The few working parts are all of good size and 


not easily broken. 


Materials and workmanship fully warranted. 


Outline and proportions are pleasing to the 
eye and the balance is excellent in all gauges. 


Supplied in 12, 16, 20 and 410 gauges. 
Order through your jobber. Write for our new Catalog, just off the press. 


HARRINGTON & RICHARDSON ARMS CO. 


WORCESTER, MASS., U. S. A. 























You'll Like Its Quick “Takeoff” 
from Your Counter 


Watch the youngsters reach for this KENTONTOY 
when you display it on your counter. 

The most realistic cast iron miniature plane ever made 
. .. flashy colors, pusher type “motor,” authentic design 
. . . just the toy for the air-minded boy or girl. Priced 
right: 

Send for new catalogues at once . . . there’s one on 

KENTONTOYS and another on cap and blank cartridge pistols. 


The Kenton Hardware Company, Kenton, Obio 














The Sensation 
of Toy Creation 






Wilkinson’s Running Pony wins 
every child that sees it. It is dif- 
ferent from any other “Hobby.” 


A rocking motion 
starts the horse mov- 
ing; a pull of the 
reins and he walks. 


It canters about the 
Park, Lawn, Hall or 
Home like a real 
pony. Can be guided 
by the reins in any 
direction. 


Kiddies can race with 
neighbors. 


Wilkinson’s Running Pony 


is truly a physical developer and muscle trainer; brings 

health and happiness to youngsters. Sizes, decorations, 

and prices to meet requirements of creepers to lodge- 

room candidates. Can be had with horns, short or long 

ears, for conferring degrees. 

Nicely finished, Sells quickly on demonstration. 
World’s Patents Pending 


J. F. WILKINSON, s. D. 4. 
328 Chestnut Street, Gardner, Mass. 
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RICHARDS 


ON’S 


ACTION—Roller Skates 


You Make Money 


WITH THIS NEW SELLING PLAN 


A NEW money m 


aking opportunity is now open 
. a new plan of merchandising 


the finest skates on the market today . . . a human 


appeal program which actually brings the customers 
to your store—sells them-——and puts them to work 
for you making possible additional sales for you! 


The plan for you is complete .. . 


we supply you 


with the material to bring them in—to sell them— 


and to keep the customers interested—and you make 


money by so doing... . 


if you haven’t received a 


broadside of the complete selling plan, write for it 
today—no obligation, of course! 








“The _ First 


Skate — The Best Skate 


Today” 








Richardson Ball Bearing Skate Co. 


Established 1884 


3309 Ravenswood Avenue, Chicago 





slated 








the body for dumping. 
No bolts or nuts. 
the King Bolt. 


The NORMAN Mfg. 








Two sizes. 


Co., Inc., Shickshinny, Pa. 


This Wagon Holds 1,1001b. Load 


Boys want this_ strong, 
sturdy wagon as soon as 
they see it. It coasts per- 
fectly, has the speed of an 
express, and dumps_ with 
ease. 


The Famous 
Sir Norman Wagon 


is so cohstructed that a simple turn of the handle raises 


All Steel, Electrically Welded. 


All strain comes on the frame—not 


Other styles. Write. 











BULLS EYE The Best Way to 
Sell Air Rifle Shot 


ON’T sell air rifle shot in bulk— 
it is too unhandy and wasteful. 
The most profitable way is to sell Bulls 
Eye Steel Shot, in the handy nickel 
tube, convenient for you and the cus- 


tomer. BULLS EYE Steel Shot now 





tecommended for use by makers of leading air rifles. Order 
from your jobber, or for full particulars write 


DAISY MANUFACTURING CO., Plymouth, Michigan, U. S. A. 
Sole sales agents for American BallCo. Factory at Minneapolis, Minn. 


BULLS EYE ef#tz SHOT 





Home Owners Buy Them on Sight 


RECLINING 


Attractive stripe cover. 
of selected hardwood, varnished. 
Others with colored covers and 
lacquered frames. 
nished without foot rest, arm 
pads and canopy. 





CHAIR NO.4OGT 


RECLINING CHAIR NO 11 F 





CHAIR NO. 11C 


Can be fur- 


STE&L BED NO 80 


Goup MEDAL 


to pion Lawn and Porch 


For years ‘“‘Gold Medal” Reclining 
Chairs have been popular for restful 
lounging at beaches and _ resorts. 
The introduction of smartly designed 
covers and bright lacquer finished 
frames gives them a greater and 
wider appeal. They are now gracing 
the porches and lawns for home 
owners who want their 
comfort and warmth of 
color. Display “Gold 
Medal” Folding Furni- 
ture—it will sell itself. 
Write for catalog. 


Gold Medal 
Folding Furniture Co. 
1706F Packard Ave., 
Racine, Wis. 


Frame 





CHAIR NO. 41 GS 






cor nos 


eee ou eer 





CHAIR NOE 











Cut. No. 65 





Door Bells That Ring Cash Registers 
A Fine Variety for the Hardware Trade 


Bell shown is the Rotary Elec- 
tric Stroke type made from 
sheet steel. 

Antique Copper Finish or 
Nickel Plated. The HILL line 
comprises Door Bells, Tea 
Bells, and Call Bells that have 
the call. 


Send for catalogs and prices. 


The N. N. Hill Brass Co. 


Manufacturers of Bells and Toys 
33 Skinner St. 
EAST HAMPTON, CONN. 








THREE WINNERS 


Auer needed, selling for 
small change—keep these 
three excellent trade winners 
on display constantly. No. 9 
all gun bore cleanin 
Gun Grease to prevent RUS 
Lubricating Oil for working 
of guns, for fishing 
and home machines. 
Order from your jobber. 


FRANK A. HOPPE, INC. 
2314-H N. 8th St., 
Philadelphia, Pa. 
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They Know It... 
They Want It... 
They'll Buy It... 


Be sure of full price and full PROFIT with 


Uncle Sam’s 






4 3-Coin When You Display 
‘i REGISTER The F amous 
regres FOX 
A bank that’s a 
fast-seller. 


STERLINGWORTH 


retailing for only 


$36.50! 


The most famous double gun in America has 
a large sale every season. It is as dependable 
for drawing in the shooters and in making 
sales as any item you carry. At its price there 
is no better buy—finest of workmanship, best 
of materials, exact boring and reaming. Thor- 
oughly tested, all for $36.50. Made in 12, 16 
and 20 gauge—barrels 26”, 28”, 30” or 32”— 
any desired boring. Other Fox Guns range 
in retail prices from $39.50 upward. 


Selling all the 
better now 
that folks 
are thriftily 

saving their 
loose change 






O worry about markdowns! A neat profit assured on 

every sale of Uncle Sam’s 3-Coin Bank. It’s nationally 

advertised. Grown-ups buy it to save in and children 
love to play with it while they save. It rings, registers, adds! 
Takes $50 in Nickels, Dimes, and Quarters. Opens auto- 
matically at every $10. (Also takes pennies without register- 
ing them.) A good seller all year ’round . . . and a worthy 
addition to your hardware stock because it appeals to all 
your customers all the time. 


But—get your orders in Now. Demand is large. 
A big Fox Sterlingworth season ahead. Order 
through your jobber’s salesman. 


A. H. FOX SHOTGUNS 


Manufactured by 


SAVAGE ARMS CORPORATION 
Utica, N. Y. 


Write to us if your jobber can’t supply you. 





Ask for details of the new Chromium Models 





Durable Toy & Novelty Corp. 
222 Fourth Avenue New York City 


Established in 1907 — H. H. PAYSON, President 


























Look Dao! 
BiG-BANG 


A Golf Bag Line Cannot 
Be Complete Without 


ParBag 


“Distinctive Bags for Discriminating Golfers” 














—because Par Bag Special 
Feature Numbersare the finest, 
fastest selling golf bags in the 
world and duplication or sub- 
stitution is not possible. Par 


Bacrcontinesmartsoieand || Feature BIG-BANG 22=— 
ae ee ce ome for CHILDREN’S DAY 


only compatible with modern, 
































2 . OU can hardly find a more timely item, or one that offers 
. mass production methods. such quick profits. Cannon, Bombing Planes, Gun-boats, 
Tanks, Pistols—with a real flash and BANG, but safe. To 
An extra measure of smart styles retail from $1.00 to $5.50. 
i that delights the golfer—an extra 
Ee margin of healthy profit that de- The Conestoga Corporation 


lights the dealer. Main Office and Factory 


BETHLEHEM, PA., U. S. A. 
Pacific Coast Rep.: ALDEN GLAZE CO. Eastern Rep.: EDWIN J. HUGHES 
143 2nd Street, San Francisco 1270 Broadway, New York Permanent Showroom 


Room 461, Fifth Ave. Bldg., N. Y. C. 


Export Dept.: Office No. sped NOTICE: All. Infringe- 
130 Pearl St., New York City ments on Our Patents will 


be vigorously Prosecuted. 





Atlantic Products Corp., Trenton, N. J. 
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NOW IS THE TIME 
TO BE GETTING YOUR SHARE 
OF THESE PROFITS 


—— 

DOO-KLIP 

Long Handle Grass Shears are as modern 
as tomorrow and have been well received 
by all modern dealers. They do the 
work. They’re selling. They’re mak- 
ing profits for independent dealers. 
You need them — NOW! 





OO hh er 


Made by The Alliance Manufacturing Co. “'j2is° 
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RETAIL CONVENTION NUMBER 


of 
HARDWARE AGE 
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Don’t miss the opportunity of 
getting your sales message to the 
merchants and jobbers in one of 
the most exhaustively read issues 
of the year. 


This calls for immediate action—mail your copy 
today to 


HARDWARE AGE 


239 West 39th Street 
New York, N. Y. 


(Regular Space Rates Apply) 
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handles return! 


OWN in the dark mine shaft the 
life of a tool handle is usually 
measured by just so many tons of ore 
Here one 





torn loose from the vein. 
handle works at many jobs—it swings a 
heavy pick, serves as pry bar in ledges 
of ore and rock and takes the place of a 
hammer, mall or wedge many times each 
day. 


Few handles outlive chilled steel tools 


in the mine. Only in rare instances are 


handles sent back to be fitted again with 
mine picks of tempered steel. 


Sallee handles, made of choice 
second growth hickory timber, have 
again and again demonstrated un- 
usual strength and established almost 
unbelievable records of endurance. 

Handles for every type tool—in 
standard and special lengths—shipped 
to jobbers everywhere. : 





Write for price lists and grading sheets. 


SALLEE BROS. 


. 

















POCAHONTAS, ARK. 


“Years experience in handle making—from P 
tread mill to modern plant production.” 








You are identifying your 
store with 


DEPENDABILITY 


when you feature 


ete aaa og 











The famous PENN- 
SYLVANIA Junior, 


The SUPER Great 

American, B.B. 

(Ball Bearing 
Wheels) 





New Wm. Penn, 
B.B. One size only, 


— Retail 
price, $16.50 at 
Philadelphia. 














Se SRS? Re 


DENNSYLvAN[A 


LAWN MOWERS 


PENNSYLVANIA LAWN MOWER WORKS 
Philadelphia, Pa. 


1615-35 North 23rd Street 





eo koe 
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| Ie Small Ackages 
! Bring Bigger Sales 


T is all quite natural 

—the attractive dis- 
play carton containing 
sixty little boxes (6 
each of the ten most 
popular sizes) allows 
the merchandise to 
sell itself. 


Dealers are surprised 
that an old, staple pro- 
duct like wood screws 
can sell in larger vol- 
ume and at a larger 
profit simply because 
of being packed in 
convenient little pack- 
ages. You, too, if 
you have not already 
acarton of “HANDY 
PACKS,” will be 
pleasantly surprised 
at the way they sell. 


Ask your jobber 


or write to us. 





MACHINE 
SCREWS 


WOoD TIRE STOVE 
SCREWS BOLTS BOLTS 


AMERICAN SCREW CO 


PROVIDENCE,R.I.,U.S.A. 


WESTERN DEPOT,225 WEST RANDOLPH ST.CHICAGO. ILL. 


Put lt Together With Screws 





i EE 











Better Flour 
From Home Mills 





Rural inhabitants more than anyone else real- 
ize the value of flour ground in the home. They 
appreciate the additional nutriment obtained 
from flour made in this way, The entire food 
properties are returned and on the mere fact of 
economy, the mill pays for itself in a few weeks. 


The Arcade Crystal Coffee Mill not only 
adds a niore delicate flavor to the bever- 
age, supplying the coffee freshly ground, 
but it is finished in attractive colors to 
fit in with the kitchen surroundings. 





There are many other Arcade items 
that are of interest. Write us for a 
catalog and ask your jobber for prices. 


ARCADE! Trays 


Areade Manufacturing Co. 
Freeport, Illinois 


BRANCH OFFICES: REPRESENTATIVES: 
New York, Dallas J. T. Rowntree, Inc. 
200 Fifth Avenue D. D. Otstott, San Francisco Portland 
Chicago, Inc. Los Angeles Seattle 
553 W. Randolph St. Santa Fe Bldg., Salt Lake City Denver 
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LL Pittsburgh Chain- 
Link Fences are made 

of the finest copper-bearing 
basic open-hearth steel, and 
heavily zinc-coated after 
weaving with a smooth, 
extra-heavy and well-bond- 
ed coating of pure zinc. 


They will retain their trim 
appearance and give de- 
pendable protection year 
after year. 


3017 
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‘Link Fence.... 


now in lawn fence height” 


A new and profitable 
item for the retail store 


OW often your customers have seen and 

admired the neat, dignified and sturdy 
fences so frequently used to enclose large 
country estates, parks, country clubs, institu- 
tions, and playgrounds. 

Now you can offer them the same attractive 
type of fence in lawn-fence heights (either as 
fabric alone, or complete with posts and 
fittings) at a price within the reach of the 
small-home owner. 

Pittsburgh Chain-Link Fence, in lawn-fence 
heights, makes available for millions of homes 
the dignity and protection of a superior chain- 
link enclosure. In itself attractive, it is in 
keeping with beautiful surroundings. 


Write today for complete information 


Pittsburgh Fence 


Patera eet Co.) 














New York Chicago Memphis Dallas Detroit San Francisco 


UNION TRUST BLDG., PITTSBURGH, PA. 


2 
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ATKINS 
ck SAWS 


HE hardware merchant who 

sells Atkins SILVER STEEL 
Saws and Tools makes a legitimate 
profit on every sale—a profit he de- 
serves. The high quality of Atkins 
Saws is beyond comparison—they 
are manufactured to the highest 
degree of efficiency, not down to a 
price basis. 


VERY SILVER STEEL Saw 
and Tool made by Atkins has 

the Atkins identifying trademark 
to guarantee the user that he is 
purchasing the best products that 
brains and skill can produce—that 
he is getting his Money’s Worth. 


YOU can INCREASE YOUR 
SALES of Atkins SILVER 
STEEL Saws by displaying At- 
kins trim, posters, cards, and signs 
in your store. 








Atkins SILVER STEEL Saws, Saw Tools and Saw 
Specialties are sold through the regular jobber and 
dealer channels. 


E. C. ATKINS & COMPANY 


Manufacturers of Saws, Saw Tools, Files, Machine Knives 
and Grinding Wheels 


ESTABLISHED (857 THE SILVER STEEL SAW PEOPLE 


Home Office and Factory 
402 South Illinois Street, Indianapolis, Indiana 


Canadian Factory, Hamilton, Ontario 
Machine Knife Factory, Lancaster, N. Y. 


Branches Carrying Complete Stocks in the Following Cities 


ATLANTA NEW ORLEANS SAN FRANCISCO 
MEMPHIS NEW YORK CITY SEAT ANCE 
CHICAGO PORTLAND, ORE. VANCOUVER, B. C. 


Write to Headquarters at Indianapolis 
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More help for business is needed 
on’ many points involving what 
groups of business men may and 
may not do in matters of trade 


Business Laws 
Should Be 
More Definite 


practice. 

On April 30 there was held in Washington a round 
table conference on the subject “What’s Ahead for Busi- 
ness in Trade Practice Conferences?” One of the 
speakers, Arthur Fisher, a Chicago lawyer, summed the 
situation up as follows: 

“As I see it, business is evolving rapidly, but as we 
move the law lags far behind. By the time we get a 
decision from the Supreme Court business men are con- 
fronted with a host of new problems. We are groping 
in a fog.” 

Certainly our laws should be specific enough so that 
honest business men can definitely determine what is 
legal and what is not. We are told to take guesswork 
out of business; why not also take it out of the laws 
which affect business ? 


Vaudeville seems on the way out. 
Today there are few straight vaude- 
ville theaters, and talking pictures 
are rapidly taking the place of “hoofers’” who have been 
alternating vaudeville stunts with the silent drama. 

In and around New York former vaudeville stars may 
now be seen demonstrating merchandise in store win- 
dows. Their experience on the stage is an asset in such 
work, but the salaries are not the old $500 a week basis. 

Change—unending change-—is putting the vaudevillian 
out of the picture with the same unerring certainty that 
it is putting certain types of retailers out of he picture. 

Vaudeville no longer appeals to the great mass of peo- 
ple seeking amusement. So, too, certain types of stores 
no longer appeal to buying public, and the public, al- 


In the Path 
of Change 


31 


though fickle, can make or break those whose business 
depends upon its changing moods. The biggest ships 
come into port with the tide. 


the extent to 
in- 


It is astonishing 
which sales volume must be 
creased in order to offset even a 
small discount and still maintain 
the same profits. 

A 5 per cent cut necessitates a 20 per cent sales 
increase. 

A 10 per cent increase necessitates a 50 per cent 
sales increase. 

A 15 per cent cut necessitates a 100 per cent sales 
increase. 

Volume at cut prices often makes a merchant see Red, 


a 


The Effect of 
Cut Prices on 
Volume and 
Profit 


in his ledgers. 


How About Is branch banking to be consid- 
Branch ered in thé same category as chain 
Banking? store merchandising? Will it work 


to the disadvantage of the smaller 
towns and communities? No one seems to know, and 
there is a wide diversity of opinion. 

Opponents contend that if large systems are allowed 
to operate on a nation-wide basis, there will be abundant 
opportunity for monopolistic control of funds and credit. 
Proponents declare that branch banking will result in 
a general betterment of banking methods and fewer bank 
failures. 

All agree that there is a tendency toward bank com- 
binations and branch banks. Perhaps the sensible thing 
would be for the Government to place a reasonable limit 
on the movement, at least until there are more facts on 
which to estimate probable results. 


(Index to Editorial Contents will be found on page 80) 
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Sell Saccesstal Brushes 


SBORN BRUSHES succeed where lesser 

brushes fail. Hardware distributors selling 
Osborn Brushes are selling the greatest possible brush 
values and making greater yearly profits doing it. 
One of hundreds of the successful line of Osborn 
Brushes is No. 666 Roof Brush. No doubt about it 
—this brush is a star seller and profit-maker. 


Sell successful brushes —Osborn Brushes. 


Tit DS80RN MANUFACTURING LOMPANY 
§401 HAMILTON AVENUE - CLEVELAND, OHIO 


Branch Offices: New York, Detroit, Chicago, San Francisco, Los Angeles 
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1930 vacations call for outboard motors. Read how 
these firms are making profits from handling them. 
Outboards build up that higher unit of sale you want. 


UTBOARD motors are increasing in to hardware merchants who are in a position to sell them, 

popularity. A recent inquiry among the and to describe some of the sales methods, which have 

trade has shown that interest this year is been employed by other hardware dealers with marked 

keener than ever. One dealer estimates success. 

that at least eight times as many pros- With an average investment of but $300 in the line, 

pects have developed this season, as dur- the Alexandria Hardware & Lumber Co., Alexandria, 
ing the same period to date in former years. After Mi§nn., has averaged selling 27 outboard motors every 
questioning dealers who have handled outboard motors year for the past seven years. The proximity and num- 
for several years, it becomes obvious that the majority ber of good boating lakes which abound in the region 
consider May, June and July the most active selling are natural assets which aid in stimulating the demand. 
months for outboard motors. Since this is true, the However, the Chesnut-Salter Hardware Co., Danville, 
present time is especially opportune to point out the Ky., is located five miles from the only lake in the 
profitable opportunity ~which outboard motors present (Continued on page 69) 
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Texas RoaDS ALsORUN 


rac dameimesameaneiaen 


But paved roads alone will not 
bring city trade to the smaller 
town. Natural advantages, 
wisely used, brought prosperity 
to New Braunfels, and Adolph 
Henne, hardware merchant and 
public spirited citizen, is a 
prime mover in making his town 
one of the livest little places 
in that section of the country. 
Read how he does it. 


By CHARLES J. HEALE 


NSTEAD of bemoaning their almost midway position between 
Austin and San Antonio, with good roads both ways, the mer- 
chants of New Braunfels, Tex., worked out a plan that makes 
this location a decided advantage to them. Paved roads, bus lines, 
special fares on two railroads and cheaper aytos, plus the price 
lures of city stores, a short distance away either east or west, 



















Life and activity characterize the main business 
street of New Braunfels, Texas. Left: Streams 
such as this are utilized to provide fun for 
visitors from larger towns than New Braunfels 
as well as the home folks. Below: One of the 
Henne windows that compel attention from the 
passerby. Every item is ticketed. 
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oTH WAYS 


Another selling window dis- 
play by Henne’s that leaves 
nothing for the customer to 
do but come in and buy. 
It’s equal to any big town 
display, too. 


Newspapers from both 
The local 
merchants experienced a little loss of trade in many of 


looked menacing for a time. 
larger cities came to town on every train. 


their most profitable lines. The fact that most of the 
special prices were on leaders did not help much and 
neither did the rather idle plea “to trade at home.”” A 
certain amount of loyalty prevailed, but a retail business 
built only on a loyalty basis is on thin ice and the mer- 
chants of this pretty little town knew it. 


The Chamber of Commerce Gets on the Job 


A far-seeing Chamber of Commerce sensed the situ- 
ation rather promptly. Obviously a price war could 
be won hands down by the city stores. Something had 
to be done to maintain and improve local trade. As 
George W. Sprowls of Claysville, Pa., once said, “good 
roads run both ways.” And so this Texas trade organi- 
zation decided that if people could be drawn from New 
Braunfels to either Austin in the west or San Antonio in 
the east, the folks in the two larger cities might be 
attracted to New Braunfels; in fact, they had to be. 

It was, of course, apparent that the residents of these 
two cities could hardly be expected to come to New 
Braunfels for their everyday necessities of life. Some 
attraction better and more available than that at home, 
must be offered, and it was. 

An inventory of the town showed a population of 
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Left: One of the two major bungalow 
camps for tourists and vacationists just 
inside the city limits of New Braunfels, 
Texas. Near enough to the business 
center for supplies, yet well out in the 
open for pleasure 


6500, a good farming country, a reputation for being one 
of the cleanest towns in Texas, a good electric light and 
power house, a couple of small but substantial industries 
and, best of all, the beautiful natural Landa Park, for 
many years a popular camping and picnic spot for peo- 
ple living anywhere within 100 miles. This park, once 
the Landa estate, from’which it gets its name, has nearly 
one hundred acres. It lies in an angle formed by the 
Comal Springs, just where they turn from the hills. 

A rare spot of beauty, Landa Park in a few short 
years has been developed into a*leading Texas resort. 
Modern bathhouses, a sanitary swimming pool, dancing 
pavilion, boating lake, fishing brooks, cafe, ample park- 
ing space and all at moderate rates make it a haven for 
industrial, social, and informal outings. Thanks to the 
work of the Chamber of Commerce a lively lessee known 
as the Landa Park Amusement Co. has made New 
Braunfels a recognized landmark. This little town of 
6500 people attracts 75,000 outsiders every year, many 
of them from Austin, 50 miles away or from San 
Antonio, 30 miles in the other direction. 


Overnight or Entire Summer 


In connection with the park is Camp Placid, an un- 
usually fine colony of substantial bungalows, available 
for the overnight motorist or for the family vacation 

(Continued on page 71) 
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ARE YOU LOSING TRADE TO 
GOLFTOWN ? 


Regular customers not 
only buy golf goods, 
but other high grade 
merchandise. You can 
keep them at home 
Here’show..... 


NLESS the people of 
your town have some 
place handy to play 
golf you can hardly 
expect to sell them 
clubs, bags, balls, 
clothing and other incidentals used 
in playing this sport of growing 
popularity. If your town is without 
links, public or semi-private, some 
neighboring community with the 
proper facilities will woo away from 
your Main Street the profitable 
business of selling golf equipment. 
If people get into the habit of go- 
ing to another town for golf sup- 
plies they may very soon make it 
a complete habit whenever they have 
any kind of buying in mind. 

Facilities for playing golf, tennis 
and baseball help not only the deal- 
ers in sporting goods, but help keep 
the community’s spending power in 
town. The size of your town makes 
little difference. Good roads will 
bring people to your town just as 
easily as they will take them away 
from it. 

Throughout the State of Texas 
hardware dealers for the past two 
years have very actively supported 
the creation of golf courses (18-hole 
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when possible). They have supple- 
mented this by assisting in the build- 
ing of the miniature golf courses 
which in that State have sprung up 
like mushrooms. Every little village 
has at least two and many of the 
cities have as many as fifty. These 
small courses take but little space 
—about one quarter of a city block. 
Often golfers will practice short 
iron shots on a miniature course 
when for some personal reason they 
do not have time or inclination to 
play a full game on the regular links. 

W. R. Wilson of Cullum & Boren 
Co., Dallas, Tex., not only was ac- 
tive in seeing that Dallas had suff- 
cient golf links—he went a step fur- 
ther and takes it upon himself to 
work with the city commission in 
seeing that the links are in good 
playing condition. “Too many hard- 
ware dealers,” he says, “simply buy 
and display golf goods without giv- 
ing any consideration as to where 
and how people will play the game. 
Naturally such dealers don’t get 
very far in promoting sales. We 
watch constantly the conditions of 
links, tennis courts and baseball dia- 
monds and keep after the proper au- 
thorities to insure enjoyable play- 
ing by our customers.” 

You can take an active part in 
helping your community obtain 
proper golfing facilities. It will pay 
you well if you do. 
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825,000 Boy 


Scouts 


Deserve Y our Attention 


VERY 

his special training is a live 

prospect for camping equip- 
ment and tools. In twenty years the 
organization has grown to 825,000 
boys and leaders, all playing the 
game of scouting, which includes 
outdoor sports, handicraft, cycling, 
etc. For all of these activities, 
equipment you sell is needed. Many 
dealers obtained official 
agencies for Boy Scout uniforms. 
These are not sold at a profit 
but serve as an excellent means of 
bringing many boys and their fami- 
lies to your store. To complete his 
equipment the Scout needs an axe, 
knife, cooking kit, etc., which you 
can sell at a profit. Many tool and 
cutlery manufacturers make special 
Boy Scout items bearing the official 
insignia of the organization. The 
store with the official agency on uni- 
forms will be the logical source for 
buying in bulk all troop equipment 
as well as the individual supplies 
needed by members. American par- 
ents have for years welcomed their 


Soy Scout, through 


have 


sons’ entry into Scouting and have 
shown their interest by attending 
in large numbers all public func- 
tions in connection with the work. 
They, as well as their boys, will ap- 
preciate an occasional window dis- 


Here are window displays 
suggesting arrangements to 
attract Scouts and their 


parents 





play devoted to Scout activities. 
Aside from the merchandising op- 
portunities as a service to the build- 
ing of the town’s future, merchants 
should encourage the work of the 
Boy Scouts. Wherever possible they 
should serve on local boards and 
committees, or at least make it pos- 
sible for someone in their employ 
to do so. These boys are the men 
of tomorrow and will have long 
memories, favorable or otherwise, 
about the merchants of their towns 
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CHILDREN’S DAY—JUNE 21! 


OMING just prior to the annual vacation 

season Children’s Day on Saturday, June 

21, presents the hardware trade with .an 

excellent opportunity to promote the sale 

of toys. National observance of the event 

by civic associations, chambers of com- 
merce, merchants, playground committees and other or- 
ganizations interested in child welfare work, serves to 
focus the minds of the public on playing and playthings. 
Being a well-developed celebration, this general interest 
will be directed to the stores which cooperate in making 
Children’s Day a success. In many cities mayors will 
issue proclamations setting aside the day for special ac- 
tivities of interest to children. Organized games and 
amusements for kiddies of all ages will be featured by 
social, educational, business and church bodies. 

The idea of Children’s Day was originated by the 
American Doll Manufacturers Association and is now 
being promoted all over the nation by the Children’s Day 
Promotion Committee, Room 1201, 200 Fifth Avenue, 
New York City. B. E. Fleischaker, Fleischaker & Baun, 


president, Toy Fair Chamber of Commerce, heads the 


group and H. D. Clark, secretary of the Toy Fair 
Chamber of Commerce, is secretary of the committee. 


F. D. Dodge, secretary, Toy Manufacturers Association 
of the U. S. A., is treasurer. These men, I. H. Bernard, 
Averill Mfg.,Co., New York City, and J. S. Lehren, 
Wolverine Supply & Manufacturing Co., are the direc- 
tors of the body. 

According to Mr. Dodge more than 3300 dealers par- 
ticipated last year in the celebration and many more 
are joining in with the 1930 observance. Many partici- 
pants of last year’s celebration were joining again, he 
stated, and many new members were expected. 

Tying up the activities Of the dealer with those of 
the committee is suggested by use of toy displays in 
windows, local newspaper advertising, circulars sent by 
mail to families having children and publication in local 
papers of stories provided by the committee. It is also 
suggested that sales similar to Dollar Day events, show- 
ing of special films for children in local theaters and 
broadcasting of special programs the evening before are 
effective means of featuring Children’s Day. Playground 
associations should be consulted for the holding of special 
events. In observing the day, the cooperation of fellow 
merchants of all trades having items of interest and use 
to children should be consulted and enlisted in the prep- 


arations. 


This window display was used for a former Children’s Day 
Campaign by the Treat Hardware Co., Lawrence, Mass. 
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A Merchandising Opportunity for 
Hardware Dealers to Sell Toys 





To assist dealers in the advertising of special sales for 
the day mats have been prepared for use in local news- 
paper advertising and circulars. These mats and window 
strips in colors calling attention to the day are free to 
dealers upon request to the committee at the address 
given. Cuts reproducing these strips are also available. 

The campaigns in previous years have included the 
featuring of such items as cake pans, ice cream freezers 
and doughnut cutters in many stores. Slides, swings, 
dolls, games, books, wheel toys, building blocks and items 
of similar type have been successfully shown in stores, 
in connection with the day. Some merchants have of- 
fered special souvenirs and prizes for children, in con- 
nection with the Children’s Day observance, in their com- 
munities. Others have sponsored special parties. 

For the best windows suggesting the spirit of play the 
Children’s Day Promotion Committee is offering $1,000 
in prizes, divided among 40 winners. The first award is 
$200 and the second prize amounts to $100. Two prizes 
of $60 each, four fourth prizes of $40 each, ten fifth 
prizes of $20 each and twenty-two prizes of $10 each 
are offered. Somewhere in the display the words “Chil- 
dren’s Day, June 21,” must appear in some form, to- 
gether with a definite suggestion of the spirit of play. 
There is no contest fee nor is a participant required to 
make any kind of a purchase to compete. 

This display must be in the window for the entire 
week ending June 21, 1930, and a photograph of it is to 
be mailed so as to reach the committee not later than 


Children’s Day offers an 
opportunity to spread 
toy sales over the sum- 
mer months. 










Suggestions for Featuring 


CHILDREN’S DAY 


Put in a window display of toys. 
2. Advertise in your local newspapers. 
3. Mail circulars to families with children. 


4. Have your Chamber of Commerce get all 
the merchants to feature Children’s Day as 
they do “Dollar Day” and similar special 
events to promote business. 


5. Playground Associations and other organi- 
zations interested in children are planning 
contests in which toys are used and sport 
programs. Arrange with your local play- 
ground supervisor to hold such sports in 
your public playgrounds. 


6. Arrange with your local papers to publish 
stories pertaining to Children’s Day with 
particular reference to the value of play. 
We will furnish copy for such articles on 
request. 


7. Arrange with local motion picture houses 
to put on a special program on CHIL- 
DREN’S DAY. 


8. If your city has a radio station, arrange 
with the manager for a special children’s 
program the preceding evening or on 


CHILDREN’S DAY. 











July 19. Photograph is to be identified on the back, with 
record of firm name and address. Entrants will notify 
the committee by letter when photograph is mailed and 
will give size of window, dates of views and other perti- 
nent information. ‘ 

Competent judges will make the awards. Merchandise 
display must show articles connected with childhood, 
which are not of objectionable nature. Windows will 
be judged upon the basis of originality of ideal, artistic 
treatment and general fitness only. The size of the store 
and of the window will not be considered. Where there 
are more winners of equal rank than the allotted num- 
ber of awards equal prizes of the original amounts will 
be distributed. All photographs submitted are to be 
available to the committee for publicity purposes. 

Children’s Day is an occasion for the hardware dealer 
to increase his sales and build good-will for future sales. 
Attracting attention of children on that day is an ex- 
cellent way of making an impression in the minds of 
these future consumers of the necessities and luxuries 
carried in your store. And it can be done with intelli- 
gent use of window displays. Get the cooperation of 
other dealers, in featuring sales and activities for chil- 
dren on that day and during the week of which it is a 
part, to assist in your Children’s Day Campaign. 












CHARTING 


HoMETOWN’S TRADE 





A Good Start for a Trade 
Survey of Your Territory 


N this article, the author, through 
an analysis of a typical American 
town, which he calls “Hometown,” 
gives a glimpse of the new problems 
now facing America’s hardware mer- 
chants. Survival of the retail merchant 
in such typical towns depends upon 
the intelligent facing of these prob- 
lems and the ultimate surmounting of 
them. Armed with the accurate data 
soon to be available from the Depart- 
ment of Commerce Census of Distri- 
bution you can make a survey of your 
trade territory. Clay B. Burbidge gives 
you helpful hints as to how to go 
about it. Hometown is your town! 











OMETOWN is a normal American city of 

medium size, and the type may be found 

in almost every section of the United States. 

It has a number of well-to-do people, a few 

very poor ones, and a great mass of us 

ordinary folks earning a living and having 
enough left over to pay for a little recreation and to 
help create a parking problem. Of course, if Home- 
town did not have its parking problem, you would never 
recognize it as a normal American city. 

One of the principal hardware stores in the down- 
town business section, run by a fellow we will name 
Jones, did $200,000 in 1929. He managed to salvage 
a little of this from his landlord and others of the ilk, 
and put it in his wife’s name. But, even so, Jones is 
an inquisitive fellow and he is not satisfied just to know 


things turn out as well as they did. He would like to 
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By CLAY B. BURBIDCE 


Syracuse Chamber of Commerce 


find out just how big a cog he is in the business wheel 
of Hometown and whether, after all, he managed to 
corral as much of the local hardware dollar as entitled 
to by ability. 

Let’s help him check up on his results. 

First, we get a good map of Hometown and its en- 
virons. The flow of commerce is not affected by politi- 
cal boundaries, and if Jones has 
been a good merchandiser he will 
have drawn a substantial portion of 
his trade from the suburbanites, the 
farmers and the villagers living out- 
side but within a reasonable auto- 
mobile ride of Hometown. 

This map should be on a reason- 
ably large scale and not have too 
much background detail. We will 
want to do some art work of our 
own on this chart, and if it is full 
of rivers, contour lines and country 
lanes,’ the result will be a sad-look- 





























ing mess. 

Having annexed the map, the 
next job is to visualize the extent 
of the area from which the Jones 
regularly draws a_ worth- 
while amount of The 
customer who happened to come 
from a point 30 to 40 miles away 


store 
business. 


for an unusual reason need not be 
considered. 

A study of the addresses of ac- 
counts and the delivery records will 
be the most accurate clues we can 
get as to the coverage of this 
trading territory. Naturally, Jones 
knows many of his cash customers 
and where they live. Spotting those 
will help. 

Having digested this information, 
we use our best judgment and draw 
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a continuous line around Home- 
town that will be kind of a sym- 
bolical Chinese-wall around the 
territory from which the custom- 
ers are drawn. The finished 
product represents the trading 
area of the Jones Hardware 
Store. 

Our first reaction is to be sur- 
prised by the irregularity of the 
boundary line. There are points 
where it extends as far as 10 or 

(Continued on next page) 


YRACUSE, N. Y., is home- 
town to Mr. Burbidge, but 
the story applies to the typical 
American city. With 185,000 
population, Syracuse serves 
the territory shown on the map 
above. The application of the 
trade survey as worked out in 
this business territory provides 
much that is of value to all 
localities, large or small 





Clay B. Burbidge 
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12 miles, but then on the south something seems to be 
holding it in and Jones’ merchandising efforts are not 
penetrating more than three or four miles. Perhaps the 
topography of the country, conditions of the roads or 
the work of a clever competitor cause this impassé. 
After he looks at our map, Jones will probably be 


obsessed with the idea of 
straightening out the salient and 
campaigning to increase the area 
of his trading territory. This is 
a laudable aim, but, as a general 
rule, more intensive cultivation 
of the territory he now sells will 


pay better dividends. Even if he 
gets the business, as 
the distance between 
the customer and the ee 
store increases, the these 
5 stories 
profit shrinks. 
Naturally, the basic “ae get 
: 7 : the idea 


element in _ the 
measurement of a 
market is population. 

From the latest 
estimates of the 
Census Bureau we 
will get the population 
of the Jones’ store 
trading territory. It 
shows this: 


Hometown 50,000 

Seven Satellite 
Communities 6,000 

Rural 9,000 





Total popula- 

tion of area 65,000 

If population were the only factor 
in this measurement, it seems that 
70 per cent of Jones’ market is 
within the city in which his store is 
located. 

Figuring population as to num- 
ber of families rather than as so 
many individuals is usually prefer- 
able in a market analysis. To illus- 
trate, whether the size of the family 
is three or seven or eight persons, 
they will usually live in one dwell- 
ing, have one refrigerator and one 
heating plant and probably only one 
hammer to misplace. In the Jones’ 
trading area there are 16,250 
families. 

We have pointed out that people 
are the basis of demand for all 
goods that are sold. But economists 
look for another condition they call 
effective demand. If I am broke, I 
am still adding to the potential de- 
mand for goods because I have my 
wants and, in fact, unavoidable 


needs ; but it does not help the mar- 
ket much, as I haven’t the money 





kind. 


their income. 
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From the June 5 issue 


$25 


will be paid for the best Story tell- 
ing how a hardware merchant 
helped improve general business 
conditions in his town and in so doing 
helped increase profitable sales for 
his own business. Actual town con- 
ditions, methods used for improve- 
ment and definite benefits derived 
by hardware store must be given. 
Ability to write will not be a factor 
in determining the winner. It is 
ideas that count. The editors of 
Harpware AcE will be the final 
judges. This offer is open to any 
one. All manuscripts submitted will 
become the property of HARDWARE 
AGE. Should any other than the 
winning story be published the 
author will receive ten dollars. The 
contest is now open. It closes July 
31, 1930. There are no other rules 
or conditions. Address your story to 
CONTEST EDITOR, 
HARDWARE AGE, 
239 West 39th St., New York City 





with which to buy and pay for merchandise of any 


Therefore, the second step, after finding out how 
many people there are in the territory, is to measure 
Our friend Jones will not move much 
merchandise unless his possible customers have the 


ability as well as the desire 
to purchase. 


——., In measuring this income 


we will not consider any 
amount received by an indi- 
vidual in excess of $5,000 a 
year; that is, in adding it 
up we will list the man on 
an $8,000 salary as $5,000. 
Income in these higher 
brackets goes largely into 
investment or other chan- 
nels than retail purchases. 

Here are our figures: 
Estimated com- 

bined income 

of people of Home- 

ey =. So he io aks $50,000,000 
Estimated, combined in- 

come of people out- 


NE Sete cho Sra us 8,985,000 
Total for the area..... $58,985,000 
The picture changes. The city 


itself had 70 per cent of the popu- 
lation of the trading territory. It 
has 8Z per cent of the income. 
Urban income averages higher than 
rural. I suppose that is the real 
farm problem we hear so much 
about. 

I presume you are wondering 
where I get these income estimates 
I am so glibly quoting. They have 
been compiled by the Crowell Pub- 
lishing Company for every county 
in the United States and every city 
with a population of 10,000 or more. 
The method was developed by a 
member of the research staff of the 
General Motors organization, and 
while no pretense is made that they 
are accurate to the dollar, they have 
sufficient foundation for use in a 
study of this kind. 

We have reached the point where 
we find the retailers in Hometown, 
of which Jones is one, operating in 
a $59,000,000 market. That’s real 
money in any language. 

Of course, much though they 
would like to, the Hometown re- 
tailers can’t have all of this. A little 
must be held out to pay the rent, 
the life insurance and savings for 


old age. 
(Continued on page 74) 




















TRADE P 


WINDS 


The Public Has Progressed Beyond the 
Storekeeping Era 


By LLEW S. SOULE 


* 
HE merchant who insists on conducting his not deal in razors and blades. The great bulk of the 


business along the lines of the past should 
carefully consider the conditions which for- 
merly prevailed in merchandising. 
Fifty years ago the average proprietor 
of a store was, in reality, a storekeeper. A 
wide knowledge of merchandising was not essential be- 
cause he held more or less of a monopoly in his com- 
munity. Buying was not tremendously important, since 
he could ask his own price, and sell whatever he bought, 
within reason. Turnover meant little because he could 
get prices which amply covered the carrying of goods 
over long periods. 

The storekeeper of those days was the arbiter of both 

style and type of merchandise in his community. People 
judged the kind of goods they should purchase by his 
stock. ? 
If you doubt it, consider these facts: Transportation 
was not what it is today ; communities were more or less 
isolated. There were no automobiles and very few roads 
worthy of being called good. Thirty miles was about as 
far as one could expect a farmer to drive for supplies, 
and it took, on the average, four hours to drive 30 miles. 
If a farmer went to town 15 miles, made his purchases 
and returned, the transaction used up the better part of 
a day. 

There were no picture shows to subtly educate people 
as to what those in other places were wearing or using. 
Daily newspapers had very limited circulation, and were 
rarely to be seen in smaller towns or cities. Magazine 
circulation was likewise limited, and mail order catalogs 
did not cover the country as they do today. 

Wages and the scale of living were vastly lower than 
they are today. The average person purchased needs 
only, and his needs were limited as the sources of sup- 
ply. Many of the luxuries of those days are considered 
absolute necessities today. 

The great bulk of the building was done with wood or 
brick. The carpenter was a worker who required nu- 
merous tools—some of which are obsolete today. The 
blacksmith shop was a valuable account. Horseshoes, har- 
ness, wagon hardware, horse collars, etc., were part of 
the regular hardware stock. 

Drug stores carried drugs, and very few items of 
merchandise outside of the drug line. Cigar stores did 
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homes depended on wood or coal stoves for heat or 
cooking purposes, and most of the stoves were sold by 
hardware stores. 

Farmers generally killed their own live stock, made 
their own sausage and cured the hams and bacon for 
their home use. The farmers’ wives rendered out lard, 
made soft soap and churned the milk into butter. The 
storekeeper sold killing knives, skinning knives, butcher 
saws, meat grinders, lard pails, lard presses, milk pans, 
churns, butter ladles, butter bowls, butter molds and jars 
for butter. Today the average farmer buys his meat, 
sausage, lard, and often his butter. 

With more items to buy, good roads and a car, he 
travels faster, sees more and selects his merchandise. 
Instead of an arbiter on styles and kinds of goods, the 
merchant of today faces strong competition for the pat- 
ronage of a public which does its own choosing ; a public 
that knows what it wants and has strong ideas in the 
matter of how much it is willing to pay. 

In the old storekeeper’s days store arrangement was 
merely a matter of convenience for the store owner. 
People would come in to trade, anyhow; they had no 
other place to go. Display, while an aid to sales, was 
not necessary to success. People asked for what they 
wanted, and generally took what they could get. Today 
store arrangement is a matter of convenience and at- 
tractiveness to patrons. People demand clean, light, well- 
arranged stores. Display is vitak to success. People buy 
what they see, and they see so much they do not have 
to hunt for merchandise to buy. 

Once it was only a matter of having goods; today that 
is the least of a merchant’s problems. He must have 
the right goods, the right kind of a store, proper systems 
and proper prices. He can no longer determine for him- 
self what people shall buy ; he must know what they will 
buy. 

The substance of it all is that people have progressed 
beyond the storekeeping age. The storekeeper is no 
longer essential to their comfort, convenience or happi- 
ness. His store has no appeal to them. They demand 
merchants. 

There is a law against conducting an out-of-date hard- 
ware store today—an economic law. The penalty is 
failure. 

















HARDWARE AGE for JUNE 12, 1930 








It’s Easier to Save Money Than It Is To Make It—It’s Smart to Be Thrifty 





BEFORE YOU MAKE A PURCHASE 
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§ 6373 - CHICKERING - 4g 
a WE CAN SAVE YOU MONEY ba 
A FEW OF THE THOUSANDS OF ARTICLES THAT YOU CAN PURCHASE AT WHOLESALE 
AUTOMOBILES Discount 6% to 23% | PROJECTORS 
All makes and models—phone for particulars. Retail Your 
AUTOMOBILE ACCESSORIES ae. Say Me. BT ncccccccecces — $161.50 
man, Model C ....... 
Discount 15% to 407% Eastman, Model B 300.00 240.00 
Batteries, Shock Absorbers, Heaters, Winterfronts, Trunks, Pe ons’ Moto. 11000 aed 
res (All Makes), ete., ete., ete. Also most any other make and all modela, 
BIN Discount 157 to 407% | MATTRESS Discount 257 to 40% 
Zeiss, Colmont, Lemair, Prism, etc., ete., e! Simmons > _ Engla 
ERAS Discount 20%. to 25% | RADI ¢ 20% to 40% 
Eastman Kodak—Ansco-Zeiss—Q. R. S. DeVry—Grafiex, etc., etc. anaes Kent Soret |-Eisman —* 2D. A. 
cL Discount 20% to 507 | Crosley Majestic Stromberg-Carlson 
Sessions, Gilbert, Telechrome, Hammond, Seth omy Ansonia, ison Phileo 
New Haven, Ingram, Waltham, etc. (All styles—Large display) Also most any other make 
EXERCISERS RUGS—CARPETS Discount 20% to 60% « 
Retail Your Price SILVER” Oriental, Linoleam—Most all 20% and “50% 
Graybar, Tower —.... $5950 @ 47.50 Discount 207% to 507% 
Vibratone . 150.00 120.90 artnet Edwarn iran "Ais, ralince, = — 
Savoge 54.00 43.20 SEWING MACHINES Discount 20% to 30 
ELECTRICAL EQUIPMENT Wentern Electric Fateghoase ne, fame “4 
‘estern oy 
Discounts Off Set Retail Price | ype wRITERS—Portable 
Toastmaster ..... 30% Dover ........... 20% Westinghouse ....20% Retail Your Price 
Hotpoint ....... 20% Graybar ......... 25% Manning-Bowman 20% | Underwood, Royal, Wiggs bop $60.00 $49.00 
IRONING MACHINES Discount 20% | yACUUM CLEANERS 
Thor, Graybar, ete., ete. Com Less Attachments 
RANGES Discount 15% 00-40% | ou. peace .........- paien Vou Pez Beet Yon Peg 
Electrie Premier Junior ........... 45.00 36.00 35.00 28.00 
Hotpoint sents iad Premier Spic-Span 14.00 11.20 
raybar Chambe: General Electric 5 33.20 35.00 00 
White Cross ality General Electric 13.50 10.80 
= Ete Eras fe sp ee 8B ss 
JEWELRY — DIAMONDS Discount 25% to 507 | Bureks Junior. jose eas ese dks 
Large display to select from Hoover, Large 92.00 79.00 79.50 69.00 
FOUNTAIN PENS—DESK SETS aE eee 
Discount 20% to 40% | WASHING MACHINES 
Waterman, Schaeffer, Parker, Wahl, etc., etc. Your Price 
LAMPS—LIGHTING FIXTURES $134.00 
t 25% to 40% 132.00 
Floor, Table, Desk, Reading, Boudoir, Piano, etc. Large se! Fg 
LUGGAGE Discount 25% to 40% 124.00 
Bags, meee mae Bags, Hat — Trunks, etc. - 30.00 
t all leading mal No.8. 140.00 
MUSICAL INSTRUMENTS 9% % No. 13288 
Discount 157% to 4070 . 
Pianos, Banjos, Saxophones, ete. (Most all leading makes) WATCHES Discount 20% to 50% 
Motion Picture Equipment whi me Gents ciate. Hamilton, Howard, Wal- 
ERA S inois, Ingerso! ulova, Gruen, etc., etc., 
. Retail Your Price MISCELLANEOUS 
BelHowell Filme, Rs. 0A “as0 | Mors — Bedding 
Eastman Model B.B. F. 3.5 Lens China Ser Office Equipment 
Eastman Model BB. F. 1.9 Lens aay Pianos Boats 
Eastman Model B. F. 1.9 Lens . Furs Outboard Motors 
R. S. DeVry ......0000-.cevceecces And sine’ pote ge that you can think of. 


You read of sales; you hear of sales—but the cheapest way to buy furniture is to buy it wholesale. Our 
direct manufacturing connections on Furniture, Rugs, Housefurnishings are of the best. 











FURNITURE 








“| Can Get 


lt For You 


WHOLESALE” 


OU have all heard the 
famous character song, 
“T Can Get It for You 
Wholesale.” You have 
laughed at its humor 
with the rest of the 


world. It’s a good song, but the 


application of its theme to a mer- 
chandising scheme contains mighty 
little humor for the retail merchant. 

Just at present there are several 
such schemes, worked under vari- 
ous firm names, all appealing to the 
consumer’s dollar to the detriment 


prices on many standard lines and 
items. 

The illustration in connection 
with this article is a facsimile of 
an advertisement sent out by one 
such organization. In it you will 
find quotations on several well- 


Some of them are 
worked on a membership plan; 
others are straight out-and-out 
dealers in merchandise, catering to 
anyone who has the money to pay 
for the goods. In all cases they 
qucte heavy discounts from regular 


of the dealer. 


The above slogan is not directed to the retail 
merchant. It is meant for the consumer, and is 
backed up by merchandise on OS. 
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known articles carried in stock by 
retail hardware merchants. Where 
prices are not quoted, discounts are. 

This circular came unsolicited to 
a member of the HaRpDwARE AGE 
organization. The firm name on the 
back of the circular indicates that 
it comes from an association of 
some kind, requiring membership. 
Under the heading “Just a Re- 
minder” are these words: 

“We want to be of service to our 
members and are always willing 
and ready to serve you at any time. 
Are you making use of your mem- 
bership? Remember there are very 
few things you cannot secure at 
wholesale from us. 

“Cultivate the habit of making 
your purchases through us and you 
will cultivate the very good prac- 
tice of getting more for your money 
on your purchases. 

“Our offices are open from 9 
a. m. until 6 p. m. every day, in- 
cluding Saturday.” 

We have nothing to say for or 
against this organization as such. 
We have no evidence to the effect 
that it does not fulfill its promises 
100 per cent. The chances are that 
it actually sells the standard quality 
of the goods advertised at the 
prices quoted. : 

We are, however, interested in 
how and where it obtains the mer- 
chandise it offers at such substan- 
tial reductions from established 
prices. 

We therefore .sent one of our 
editors to call at the organization’s 
offices. 

Our representative did not pose 
as a member of any organization. 
He told the manager that the cir- 
cular had been handed to him by 
a friend, and that he might be in- 
terested in purchasing goods at 
wholesale. 

The manager assured him that 
no membership fee was necessary ; 
that the recommendation of his 
friend would be all that was neces- 
sary to take full advantage of the 
organization’s purchasing power. 

He explained that no samples 
were kept on hand, “since the 
standard merchandise could be seen 
in any store” ; that the goods would 
be the same and would be deliv- 
ered in original factory cartons, the 
manufacturers’ guarantee accom- 
panying the articles. 

“For instance,” he said, “take the 





“We Get Some of the Goods 
from Manufacturers and the 
Rest from Wholesalers” 


So said the manager of an or- 
ganization which sells mer- 
chandise to consumers at or 
near wholesale prices. A re- 
production of an advertising 
circular issued by that organ- 
ization, appears on the oppo- 
site page. 


We presume that this organi- 
zation lives up to its advertis- 
ing; that it is selling the goods 
at prices quoted; that the mer- 
chandise carries the guaran- 
tees the manager refers to. 
We have no evidence to the 
contrary. 


Where does this organization 
and similar organizations ob- 
tain the merchandise it offers 
at such substantial reductions 
from established prices? 











Hoover cleaner, which regularly re- 
tails at $75, it can be bought from 
us at $66. That price list gives 
regular prices and our prices on a 
lot of well-known items under the 
manufacturer’s guarantee.” 

He further explained that the 
organization is not in business for 
its health, and that the commission 
it received averaged about 10 per 
cent. In other words, the intima- 
tion was that it bought the goods 
and added 10 per cent to its cost 
to obtain the prices quoted. <A 
strictly cash policy prevails, and no 
time payments are allowed. 

Our representative endeavored to 
find out where the goods were se- 
cured, but the manager would give 
no names. He simply said: “Part 
of the merchandise comes direct 
from manufacturers, while the bal- 
ance is furnished by wholesalers.” 


Being unable to get any direct 
information as to the source of 
such articles as are usually carried 
in hardware stores, our representa- 
tive asked about furniture. The 
manager replied that when he was 
ready to buy he would be furnished 
with a card to a furniture whole- 
saler and could pick out what he 
wanted in that wholesaler’s sample 
room. 

It was intimated that this organ- 
ization has branches in other large 
cities where similar prices are avail- 
able to consumers. 

In reference to the merchandise 
in this circular which is of interest 
to hardware merchants, we do not 
know that any of it is obtained di- 
rect from the makers. We only 
know that the manager of the or- 
ganization referred to offered to 
get our representative any of it at 
the prices quoted. He further stated 
that he could get hundreds of other 
items at similar reductions from es- 
tablished prices. 

Whenever questioned as_ to 
sources of supply, he said: “We 
get some of the goods from manu- 
facturers and the rest from whole- 
salers.” 

The hardware trade would be in- 
terested in knowing what, if any, 
manufacturers of standard, trade- 
marked merchandise are selling that 
merchandise to such organizations 
direct. It would be interested in 
knowing what, if any, wholesalers 
are selling such goods to this and 
similar organizations. 

Whoever sells them the merchan- 
dise knows, or should know, the 
conditions under which that mer- 
chandise is passed on to the con- 
sumer and the prices which the con- 
sumer pays.- He knows, or should 
know, that he is fostering cut-price 
competition for the regular retail 
merchants who carry the same 
brands of merchandise. 

Knowing these things, if he con- 
tinues to furnish such organizations 
with such merchandise at rates 
which enable them to quote whole- 
sale prices to consumers, he is not 
entitled to the patronage of the 
regular retail trade. 

At any rate, there is a “nigger 
in the woodpile’ somewhere when 
consumers are able to buy merchan- 
dise at or near wholesale prices. It 
would be interesting to smoke him 
out and see what he looks like. 

















MAKE YOUR SHOW 
WINDOWS SEASONABLE — 


Show windows represent a store’s most valuable publicity medium 
as far as displays of merchandise are concerned. Some are content 
to have the windows filled with merchandise, believing it is all that 
is necessary. Other stores that are more progressive arrange a back- 
ground setting that is in keeping with the season, thereby not only 
adding to the appearance of the merchandise but increasing the sales 
appeal and the urge to buy. 


Goods displayed in more or less natural surroundings are always 
more interesting and inviting than a similar display made with a 
permanent background. Unfortunately many merchants believe the 
same background should answer just as well for one line of mer- 
chandise as another and that the merchandise should speak for itself. 
While there may be some merit in this theory, the fact remains that 
permanent settings of backgrounds impart the impression of “same- 
ness” to the merchandise displayed. People are always looking for 
something new. Some lines of merchandise change very little from 
time to time and they will not attract or interest the average passerby 
unless displayed in connection with a new background or setting. 


For the month of July, outdoor settings should be featured and espe- 
cially with vacation items. In many cases the same setting will 
answer for various lines. Others will require different treatment 
and in such cases plans should be made before the display is taken 
out. 





ART PANELS FOR JULY 


The Art Panel shown in the accompanying illustra- 
tion was designed especially for use in connection 
with window displays during the months of July and 
August. Featuring a Panel on this order does away 
with building special settings for the purpose. 














Displays featuring only one line of mer- 
chandise are always more effective than 
when a number of unrelated lines are 
shown. Such displays leave a lasting 
impression with the observer, while those 
that include too many different items are 
soon forgotten. 


The decorative background effect in the 
accompanying “display is satisfactory 
when all goods are placed on the floor. 
However, for large articles that have 
more or less height, this ornamentation 
should be covered with plain composi- 
tion board panels. By having a set on 
hand, a different background effect may . 
be had every time the merchandise is 
changed. The Interchangeable Display 
Units described on the next page could 
have been used to advantage in this dis- 
play. 





Write to the Hardware Age Display Service 
for particulars regarding Window Display Art 
Panels for each month in the year. 
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THE HARDWARE AGE INTERCHANGE- 
ABLE DISPLAY FIXTURE 


By J. M. WARD YOST 


The Harpware AGE Interchangeable Display Units are 
interchangeable in every sense of the word, as over 100 
practical backgrounds and floor arrangements for clever mer- 
chandise showings may be had, each one being entirely 
different in its constructional lines. 

One reason why so many retail show windows are not 
effective is the fact that the man who arranges them fails 
to secure a graduated height in the display. As a result, 
the entire arrangement has a flat and unattractive appear- 
ance. The interchangeable set of units shown in the ac- 
companying illustrations were designed to eliminate this 
inartistic effect. They were designed by a leading display- 
man and are practical for use in large or small windows. 
These units can be readily built of pine lumber and composi- 
tion board by your local carpenter or your display-man, if 
he has a work room suitable for the purpose. 

We recommend that you build a set consisting of 19 pieces. 
As there are only seven different units, a number of dupli- 
cates are — The measurements of the various units 
ar as follows: 

No. ‘time 56 in.; Width, 28 in.; 

No. 2—Length, 65 in.; Width, 15 in.; Depth, 4 in. 

No. 3—Length, 28 in.; Width, 16 in.; Depth, 4 in. 

No. 4—Length, 28 in.; Extreme Width, 10 in.; 


Width, 8 in.; Depth, 4 in. 
Extreme Width, 14 in.; 


Depth, 4 in. 


Depth, 


4 in. 
No. 5—Height, 26 in.; 
No. 6—Height, 48 in.; 
ness, 4 in. 
No. 7—Square, 4 by 4 by 4 in. 


The framework for each unit should be made of pine 
lumber 3%4 in. wide and % in. thick. Each unit should be 
braced inside with additional cross-pieces, according to the 
weight of merchandise that is to be placed on it. Units 
No. 3, 4 and 6 are made of bendable wall board. All of the 
fixtures should be built in complete box form and finished 
on all sides so they will be substantial in their construction. 

A summary of the number of units recommended for 
the 19 piece set is as follows: 

Four of No. 1, 3 of No. 2, 2 of No. 3, 2 of No. 4, 2 

of No. 5, 2 of No. 6, 4 of No. 7. 

The method of finishing the various pieces will be gov- 
erned by the amount of money you wish to spend. Without 
question, the most effective and high-class covering is either 
velour or plush to harmonize in a pleasing way with the 
window backgrounds. The most inexpensive way to finish 
these units would be to paint them with good cold water 
paint, but this finish is unsatisfactory, as it soils very easily 
and is difficult to clean. We suggest if paint is to be used, 
you select an oil paint with a dull or semi-gloss finish. The 
semi-gloss finish will be easier to keep clean than the dull 
finish. The advantage of using oil paint is that the cost is 
very little, and they can be finished in a different color from 
time to time. 

There are also a number of inexpensive fabrics suitable 
for the purpose, such as denim, burlap, linings having a 
mercerized finish and other plain drapery fabrics usually 
sold in department stores. In addition to these, there are 
various kinds of plain and ornamental papers, as well as 
imitation leathers, such as fabricoid, that will answer the 
purpose. 

While these units may be finished in many different ways, 
there are four which we believe more practical than others, 
either velour, plush, oil paint or imitation leather. Either 
one of these will give excellent service, will be found easy 
to clean and may be used indefinitely with little or no at- 
tention. 

Illustrations B and C show an assembly of these units 
suitable for a window having a floor space 4 by 10 ft. Four 
No. 1 units are used in each arrangement, two on the floor 
and two as part of the background. There is practically no 
limit to the number of changes that can be made with these 
pieces. They were originally designed for use in the win- 
dow, but some of the units, especially the smaller ones, 
will be found very convenient for interior displays. In fu- 
ture articles we will reproduce a number of combinations 
that can be made to fit larger or smaller windows. 
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The HARDWARE AGF Interchangeable Display Fixture includes seven 
different units. A number of duplicates are required, 19 pieces in 
all, to complete the set. See text for details and measurements. 
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Illustration B shows a background and floor arrangement made 
from these units. One or two posters or cards may be featured 


on the background as shown. 
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Illustration D. Three panels cut from composition board are re- 
quired for this background. Panels may be plain or ornamented. 
By changing the ornamentation, they can be adapted to any season 
of the year. 
47 
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THE VALUE of SHOW CARDS 





Few stores fully appreciate the sell- 
ing power of well worded show 
cards in connection with their win- 
dow or interior displays. Even the 
largest stores place many displays 
that leave too much to the imagina- 
tion of the prospective customer. 
In some cases this may be due to 
the fact that many displays are ar- 
ranged so quickly that the card 
writer does not have sufficient time 
to make up more than one general 
card. 


Through the show card, the window 
speaks, urging the attention of the 
public to the strong selling features 
of the goods on display. It is the 
silent salesman that tells the buying 
public what they want to know. 
The people want information with- 
out asking questions. The card ap- 
peals to their interest without com- 
pelling favor; it asserts the merit 
of the goods without contradicting 
their judgment ; it solicits their pat- 
ronage strongly without offensive 
persistence; and it urges them to 
buy without forcing their consent. 
A window display without a card is 





MAKE 
SHOW-CARDS 
LEGIBLE 











By J. M. WARD YOST 


like a book without a title. No one 
wants to read a book just to find 
out what it is about. 


Every merchant should realize that 
properly worded show cards tell his 
prospective customers what they 
want to know without the aid of a 
salesman. They not only add inter- 
est to the display but encourage 
many to come in and buy, while the 
absence of show cards may en- 
courage prospective customers to 
do their shopping elsewhere. The 
best test of their value is to arrange 
two displays of similar merchan- 


em? 


Hot Weather 
Ofrrings 
Special 


prices 


dise, one with show cards and the 
other without and then keep a check 
on sales that can be traced directly 
to the window. 


The two important points to be con- 
sidered in making up cards are: 
first, the message ; and second, legi- 
bility. The cards ‘*Mid-Summer 
Clearance Sale” and ‘“‘Hot Weather 
Offerings at Special Prices” are 
easy to read, include plenty of white 
space and enough ornamentation to 
add interest and make them season- 
able. These cards are not complete 
in themselves as they only announce 
48 


Ned Summer 
Clearance 
Sale 





to the observer a sale or special 
prices. All articles should have 
price tickets and the more impor- 
tant ones, individual cards calling 
the observer’s attention to the im- 
portant selling points. 


A poorly lettered show card is bet- 
ter than none at all but a neatly let- 
tered one, and especially one that is 
easy to read, will create a far more 
favorable impression. It should be 
remembered that the function of 
any show card is to call the ob- 
server's attention to the merchan- 
dise on display. A plainly lettered 
and easy to read show card will do 
this far better than a card with un- 
usual and highly ornamental letter- 
ing as cards on this order have a 
tendency to attract the attention of 
the observer to the card more than 
to the merchandise on display. The 
motto of every card writer should 
be, ““Make Cards Tegible.” 





SHOW CARDS FOR JULY 


A set of 20 show 
cards, assorted sizes, 
all ornamented, a few 
lettered, others blank, 
may be had by ad- 
dressing the Harp- 
WARE AGE—enclosing 
check with order — 


Price $1.50. 
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A Complete Business Story on this Page 


= ELL, that’s soniething, anyhow. An extra 5 
on one of my best sellers will help the old 
profit sheet. If it keeps up, I may be able to 

get Mother that new car after all.’’ It was Milt Gordon 

talking—not to anyone in particular, but to the world 
at large. In fact,-he was thinking out loud. 

Through it all, however, one thing irked him. Jones 
& Black was still the leading hardware firm of the town, 
and in his heart of hearts Milt knew that his rivals were 
buying at least some of their merchandise at better prices 
than he was able to obtain. He mustered courage once 
to ask Jones about it, but the senior partner of his com- 
petitive rival only smiled. ‘We maintain prices, don’t 
we?” he queried. “That ought to be answer enough for 
you.” “The old curmudgeon,” said Milt to himself. “He 
wouldn’t even help his grandmother. If I ever get an 
inside price, he’ll never know it.” 

However, this very day fortune had sent a smile his 
way. Bill Martin, general sales manager of the Hillsdale 
Distributing Company, had dropped in to pay him a 
personal visit. He had talked generalities for a time, 
but as he started to leave he leaned toward Milt and said 
in a low tone, “Mr. Gordon, you have done a fine job on 
that Upson line. Your volume deserves a better price, 
and we are going to give it to you. From now on you 
get an extra five on Upson products. But,” he added, 
as he lowered his voice still more: “This 1s confidential. 
Our prices are based on volume, which is perfectly 
proper and right ; however, if other merchants knew that 
you were getting a better price, they would resent it, 
volume or no volume.” 


Milt smiled as he hung the copy of his order on the 
screw hook which served as a file, and leaned back in the 
swivel chair. He was thinking how sore old man Jones 
would be if he only knew about that extra five. 

His good nature still held sway the following day when 
Herb Haskins of Watts & Wiggins made his regular 
weekly visit. “Hello, Herb,” he said, “glad to see you.” 
‘““How’s the old want book?” queried Herb. “Spring’s 
well under way, and there ought to be a good fat order 
for yours truly.” 

“Sorry, Herb,” said Milt. ‘“Haven’t a thing against 
you or your house, but I just placed an order with the 
Hillsdale people. Not a thing left on the want pages.” 
“That's hard luck for me,” said Herb. “That is, if you 
didn’t overlook anything. By the way, how’s your stock 
of Upson goods? You’re selling a lot of that line.” 

“Anything new on prices?” countered Milt. “No,” 
answered Herb; same old prices, but ‘some new items in 
the line.” “Guess we can’t deal,” said Milt loftily. 
“You're high.” “High your grandmother,” retorted 
Herb. “We're giving you as good a price as any one in 
the territory gets—and you know it.” 

Milt swelled visibly. “Take it from me,” he said, 
“‘you’re high. I can beat your prices 5 per cent on the 
whole line.”” “Whew,” said Herb. “Is that on the level ? 
If I didn’t know you so well I’d think you was stringing 
me.” 

“It’s on the level, all right,” was Milt’s reply. “Take 
a look at this.” With that he pulled his copy of the 
Hillsdale order off the hook, clumsily covered the firm 
name with his hand, and revealed the closing line: “sub- 
ject to an additional 5 per cent.” 

“Nuff sed,” was the substance of Herb’s comment as 
he picked up his catalog and started for the door. “See 
you again next week.”” Once outside, however, he mut- 
tered: “So Martin is slipping Gordon an extra five. Milt 
thought he had me guessing, but I know the form and 
the writing. Here’s where I pull a good order from 
Jones & Black, and I don’t mean maybe.” 

Two weeks later Milt sent in another order for Upson 
products, chuckling torhimself as he thought of his dis- 
count. By return mail he received an acknowledgmest, 
and the smile slowly faded from his features as he read 
the following letter, which accompanied it : 


’ 


’ 


“Dear Mr. Gordon: 

“Circumstances over which we have force us to 
rescind the offer of an extra 5 per cent on Upson products. We 
are therefore billing you at the former rate. 

“Very truly yours, 
“Hillsdale Distributing Co., 


es 


“Wm. L. Martin, Sales Manager. 


no control, 


“Just my luck,” grumbled Milt, as he glared at the 
offending letter. “And I thought I was finally getting a 
real break. Mother’s chances of getting a new car this 
year are slimmer than ever.” 

Meanwhile, Bill Martin was having a conference with 
the salesman who regularly covered the Bridgetown ter- 
ritory. “Go a little easy with Gordon,” he admonished. 
“Don’t say anything to him that won’t bear repeating. 
His tongue works faster than his head. He certainly 
spilled the beans on the Upson discount. By the way, 
why don’t you play up to Jones & Black a little stronger? 
There’s a firm that knows how to say nothing and saw 


3 
wood. 
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Hibbard, Spencer, 


Bartlett Celebrates 


75th Business Anniversary This Year 


Seventy-five years ago the 
wholesale hardware house of 
Hibbard, Spencer, Bartlett & 
Co., Chicago, opened its doors 
for business. The records of 
the Chicago Historical Society 
indicate that the firm took form 
about the middle of May, 1855. 
Twice the stock has been de- 





Cc. J. WHIPPLE 


Co. In 1882 the name of Adol- 
phus Clay Bartlett was recog- 
nized in the corporate name 
which then assumed its present 
wording. 

On North Pier, in 1902, a 
large warehouse was erected 
and in 1903 the eleven-story 
fireproof building was built on 
the north bank of the Chicago 
River at the State Street 
bridge. In 1926 the present 
13-story fireproof building at 
211 East North Water St. was 
erected. 

These are now the officers of 
Hibbard, Spencer, Bartlett & 
Co.: Frank Hibbard, chairman ; 
C. J. Whipple, president; Prit- 
chard Stewart, vice-president ; 
H. B. Lyford, vice-president ; 


Frank H. Warren, vice-presi- 
dent; W. J. Claussen, vice- 
president; E. A. Burke, secre- 
tary; H. L. Collard, assistant 
secretary; F. D. Hoag, treas- 
urer; T. F. Troxell, assistant 
treasurer. The directors are: 
F. C. Bartlett, E. A. Burke, W. 





President Hibbard, Spencer, Bartlett 
& Co. 


stroyed by fire, first in 1857, 
then in the great Chicago fire 
of 1871. 

Newly incorporated as Tut- 
tle, Hibbard & Co., the firm’s 
first store was at 45 South 
Water Street. William Gold 
Hibbard was the active found- 
er. His partner did not long 
remain identified with the busi- 
ness. After the fire of 1857 
business was resumed at 32 
Lake Street. Three years later 
stock was moved to 62 Lake St. 

During the last year of the 
Civil War, 1865, the firm name 


J. Claussen, John H. Hardin, 
Frank Hibbard, F. D. Hoag, H. 
B. Lyford, C. J. Whipple, F. 
L. Macomber, W. A. Prosser, 
Harrison B. Riley, Fred G. 
Russell, W. I.  Schermerhorn, 
Pritchard Stewart and Frank 
H. Warren. 

By way of commemorating 
the seventy-fifth year of hard- 
ware wholesaling, Hibbard, 
Spencer, Bartlett & Co. are is- 
suing a fifty-page “flyer” offer- 
ing a large number of merchan- 
dising opportunities. The prices 
made are void after June 14. 
Many of the pages are in colors. 

Scattered throughout the 





was changed to Hibbard & 
Spencer in recognition 
Franklin F. Spencer. 

years later the business 


Two 


nue. There, in 1871, it was 
caught in the path of the great 
fire and the stock again de- 
stroyed. Business was resumed 
in a temporary building. 

In 1872 the business was 
housed in a new building at 
30-32 Lake Street and in 1877 
the style of the firm was 
changed to Hibbard, Spencer & 


of | 


was | 
moved to 92-94 Michigan Ave- | 


“flyer” are special offerings 
printed in red. These tie into 
a supplementary circular in at- 
tractive colors, which the house 
offers to furnish the dealer at 
|a low price after he has made 
his selection of the items offered 
| in red ‘ink. 

| The “flyer” suggests a retail 
| price in each case, but if this 
does not suit the dealer he can 
make his own price, send in his 
order specifying the merchan- 
dise and figure to occupy each 
panel on the circular. 


Fred G. Russell, vice-president ; | 


MILL SUPPLY MEN PLAN 
A PUBLICITY CAMPAIGN 


Manufacturers and distribu- 
ters of mill supplies, in accord- 
ance with the report of a joint 
merchandising committee au- 
thorized at their convention at 
Memphis, Tenn., recently have 
proposed a national advertising 
campaign and a program of re- 
search. 

Subscriptions to carry on this 
campaign are being solicited, 
the amounts to range from $50 
a year for those doing an an- 
nual volume of less than $250,- 
000 to $625 a year for those 
doing upward of $2,000,000 an- 
nually. 

The research program will be 
executed by investigators of the 
School of Commerce, North- 
western University, under’ the 
direction of members of the 
faculty who have achieved rep- 
| utations as authorities on mar- 
| keting and distribution. About 
twenty problems of manufac- 
turers will be studied to deter- 
mine what benefits manufactur- 
ers, distributors and users of 
mill supplies can secure which 
are not now being enjoyed. 
Several score distributors will 
also be studied closely to see 
what is now being done and to 
determine what service to man- 
ufacturers and users might 
profitably be added. Buying 
habits of about 100 users will 
be gone into to determine how 
the user should buy mill sup- 
plies to best advantage. 








ducted to determine what ‘pub- 
lications shall be used in the 
advertising campaign. Two 
complete cities, the committee 
report says, have had their read- 
ing habits analyzed in detail, on 
the basis of personal calls on 
every family. From this inves- 


lected a limited list of national 
magazines and a rather broad 
list of prominent business pa- 
pers. 

Such publication advertising 
as is done will be supplemented 
by direct mail work, and the 
efforts of a speakers’ bureau 
“to the end the true story of 
sound mill supply distribution 
will be told millions of times 
each year to everyone involved 
in making, buying and selling 
mill supplies. 
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Investigations have been con- | 


tigation the committee has se- | 


WILLIAMSON TO MANAGE 
BARLOW & SEELIG SALES 


A. D. Williamson has been 
appointed general sales mana- 
ger of the Barlow & Seelig 
Mfg. .Co., Ripon, Wis., manu- 
facturers of the “Speed Queen” 
washer. Formerly he held sim- 
ilar position with the Republic 





A. D. WILLIAMSON 


Stove & Mfg. Co., Cleveland, 
and the Detroit Vapor Stove 
Co. Earlier he had served as 
a sales executive for the Cof- 
field Washer Co. 

V. F. Hannon, former special 
sales representative of the Bar- 
|low & Seelig Company, has 
| been promoted to assistant sales 
manager. This change comes at 
an important time, as the com- 
pany has recently announced its 
new popular-priced gasoline 
| power washer. 








WHITE MT. FREEZER CO. 
ACQUIRES NEW PLANT 


The White Mountain Freezer 
Co., Nashua, N. H., has pur- 
chased the foundry formerly 
owned by the National Bread 
Wrapping Co. of that city. 
The freezer company’s original 
plant was recently destroyed by 
fire. Some time ago the Pack- 
age Machinery Co., Springfield, 
Mass., absorbed the National 
Bread Wrapping Co., but did 
not operate the Nashua foun- 


dry. The freezer company has 
tentative plans for an office 
building. Despite the handicap 


of losing its plant, the White 
Mountain Freezer Co. has con- 
tinued to fill orders. 
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RADIO SERVICE UNIT IS 
HEADED BY McCARTHY 


Maurice F. McCarthy is ser- 
vice manager for the General 
Motors Radio Corp., Dayton, 
Ohio, and has charge of the or- 
ganization he devised, which is 
composed of major service sta- 
tions in strategically located 
cities. The stations are fran- 
chised by the factory, and con- 





MAURICE F. McCARTHY 


fine their efforts entirely to ser- 
vice, rendered to the dealer. 
Complete parts are stocked at 
these stations and no radio sales 
are made from them. Sets are 
installed, major repairs are 
handled and full service is given 
to consumers. By the operation 
of these 75 stations the dealer 
is relieved of the expense of 
maintaining his own service unit. 
Dealers in rural sections will 
send repair parts to the nearest 
major service station or to 
United Motors Service for re- 
placement under the General 
Motors Radio service plan. 

Mr. McCarthy joined the 
General Motors Radio organ- 
ization when it was established, 
and is an engineer, well ac- 
quainted with sales methods. He 
had been chief engineer and 
plant manager, Eagle Charger 
Corp., Philadelphia, and has 
had much to do in the develop- 
ment of battery chargers and 
“B” eliminators. At one time 
he was eastern sales manager, 


Freed Eisemann Radio Corp., | 
| 


New York, and was sales man- 
ager for Eagle Carburetor Co., 
Cleveland, Ohio, manufactur- 
ing chargers, at another period. 


ISSUE SIMPLIFICATIONS 
ON ALUMINUM ABRASIVES 


A report from Washington, 
D. C., states that simplified 
practice recommendations for 
aluminum oxide and silicon car- 
bide abrasives, for polishing 








uses and for grinding wheel 
manufacture will become effec- 
tive on Sept. 1, subject to the 
approval of the industry. 

The conference held on May 
8, of manufacturers and users 
of these products, under the 
auspices of the Division of 
Simplified Practice, Bureau of 
Standards, Department of Com- 
merce, adopted a program based 
on a table of allowable limits 
for sizing of these abrasives, 
as proposed by the producers 
of electric furnace abrasives. 

Appointment of a_ standing 





committee of the industry, com- 
posed of three representatives 
each of the manufacturers and 
users, was authorized. In ad- 
dition to the appointment of a 
standing committee, those in at- 
tendance were of the opinion 
that a_ technical committee 
should be formed for the pur- 
pose of conducting research of 
screens used in grading abrasive 
grains. Two abrasive manu- 
facturers, two screen manufac- 
turers and two consumers will 
be invited to serve on this com- 
mittee. 





Rypinski, Westinghouse Radio Unit 
Manager—Other Changes Made 


M. C. Rypinski has been ap- 
pointed manager of the Ra- 
dio Department, Westinghouse 
Electric & Mfg. Co., East Pitts- 
burgh, Pa. He became an en- 
gineer in the electrical indus- 
try in 1897, joined the West- 
inghouse organization in 1904 
and designed radio equipment 
during the World War. Later 
he entered the sales department 
and in 1920 became head of 
Westinghouse Radio Depart- 
ment, directing the first West- 
inghouse radio and the first 
mass production of home radio 
receivers in 1921. He resigned 
to become vice-president of C. 
Brandes, Inc., and in 1925 was 
made vice-president of Kolster 
Radio. In 1928 he retired, but 
returned recently to the West- 
inghouse company. Leroy W. 
Staunton is assistant to Mr. 
Rypinski. 

Mr. Staunton was with the 
Westinghouse advertising de- 
partment in 1920 as editor of 
Contact and Circles, publica- 
tions of that organization. 


ISSUE FIFTH EDITION 


The fifth edition of “Patents, 


Trademarks and Copyrights,” 
written by Oscar A. Geier, 
Richards & Geier, Patent and 


Trade-mark attorneys, 274 Mad- 
ison Ave., New York, N. Y., 
has just been issued. The book 
which contains 128 pages, is 
written in terms a_ business 
man can understand, and cov- 
ers the essential features of 


Patent, Trade-mark and Copy- | 


right Laws. 

In the section devoted to pat- 
ent law, the book explains who 
may obtain a patent, what may 
be patented, the importance of 
specifications and claims. patent 
interferences, oppositions, ap- 
peals, infringements, etc. Trade- 
marks in general, valid trade- 








C. Hart Collins has 
made merchandising manager 
for the radio unit of the West- 
inghouse organization, and 
Ralph Austrian has been made 
assistant to Mr. Collins. Mr. 
Collins was a member of the 
British Royal Flying Corps in 
1915 and in 1920 he founded C. 
Hart Collins, Ltd., with a group 
of motor and radio engineers. 

Mr. Austrian was in the U. 
S. Army Signal Corps in 1918, 
and after the war took charge 
of apparatus design and sales 
promotion for Union Radio 
Corp. In 1925 he became radio 
merchandise buyer and manager 
for Gimbel Bros., organizing 
the department and supervising 
the installation of the equip- 
ment of station WGBS. 

J. A. Duncan is assistant to 
Mr. Collins and will 
from Los Angeles, Cal. He was 
formerly lIowa_ representative 
for Illinois Electric Co. and 


later manager of the vacuum | 


cleaner and appliance sales de- 


| partments. 


OF BOOK ON PATENTS 


marks, invalid trade-marks, un- 
fair competition, state regis- 
tration, interferences, opposi- 
tions, appeals and 


covered in this book. 
This edition has been 
pletely revised and brought up 
to date to conform with the 
changes of the law and prac- 
tice since the fourth edition was 
issued in August 1928. There 
are facts about foreign patents 


com- 


and trade-marks, in addition to | 


the information concerning 
American patents, which will | 
be of particular interest to 


manufacturers, who export. The | 


book may be obtained free by 
writing Richards & Geier at 
the above mentioned address. 





been | 





operate | 


| N. R. 
| and is said to be the first manu- 
| facturer to 
| old Anson and Deeley system of 


infringe- | 
ments are some of the points | 


| Arms 


PEELER HARDWARE CO. 
MERGES WITH DUNLAP 


Merger of the Dunlap Hard- 
ware Co. and the Peeler Hard- 


ware Co., both of Macon, 
Ga., has recently been an- 
nounced. A. M. Peeler is presi- 


dent, C. W. Johnson is secre- 
tary, and T. L. Funderburk is 
general manager. R. C. Dun- 
lap, operating head of the Dun- 
lap company since the death of 
Sam Dunlap in 1928, will devote 
his time to his interests as presi- 
dent, Dunlap-Huckabee Auto- 
mobile Co., and vice-president, 
Continental Trust Co. 

The Dunlap organization was 
founded in 1865 by the late 
Capt. S. S. Dunlap, and the 
Peeler Hardware Co., former- 
ly the Merritt Hardware Co., 
was organized in 1889. By this 
consolidation the Peeler Hard- 
ware Co. is one of the largest 
firms of its kind in the South. 
No immediate changes are ex- 
pected in the personnel of the 
company, and the entire sales 
force of the Dunlap organiza- 
tion will be merged for the time 
with that of the Peeler concern. 
Stock will be moved during the 
summer from the Dunlap store 
to the Peeler store. Later the 


consolidated stocks will be 
moved to warehouses on the 
railroad line. 

J. STEVENS ARMS BUYS 


DAVIS-WARNER ARMS 


The J. Stevens Arms Co., 
Chicopee Falls, Mass., recently 
purchased the assets of Davis- 
Warner Arms Corp., Norwich, 
Conn. The gun busi- 
ness was established in 1853 by 
Davis, Assonet, Mass., 


Davis 


depart from the 
hammerless shotgun mechanism. 
Soon after the World War, N. 
R. Davis & Sons was absorbed 
by Warner Arms Corp., mak- 
ers of revolvers and pistols, and 
the name became Davis-Warner 

Corp. 
pistols 


Later revolvers 
discontinued 


In 1919 


and were 
by the organization. 
all equipment moved to 
Norwich, Conn., where Davis 
double and single barrel guns 
have been made until now. 

The J. Stevens Arms Co. is 
a subsidiary of the Savage 
Arms Corp.; Utica, N. Y. Ac- 
quisition of the Davis-Warner 
interests marks the third pur- 
chase by the corporation and 
its subsidiary. 


was 
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Col. William Enders Died June 5 
With Simmons Hardware 50 Years 


Vice-president of St. Louis Concern Had Long Career and 
Was Very Well Known—Was 79 Years Old 





Col. William Enders, vice- 
president of the Simmons Hard- 
ware Co., with which he was 
connected for almost 50 years, 
died at his apartment at the 
Gatesworth Hotel June 5 of 
heart attack. He was 79. 

Born in Paducah, Ky., in 1850, 
Colonel Enders entered the em- 
ploy of the Simmons Hardware 
Co. as a young man. He later 
was the company’s representa- 
tive in Dallas, Tex., for eigh- 
teen years, and then returned to 
St. Louis in 1900. 

He resided at the St. Louis 
Club for many years, leaving 
it only when it was damaged 
by fire. He also was a mem- 
ber of the Noonday Club. The 
title “colonel” was a courtesy 
title bestowed by his friends, 
but so widely used he was not 
known save as “Colonel En- 
ders.” 

For many years Colonel En- 
ders sat in the front of the 
Simmons offices. Customers 
and salesmen alike knew him 
and loved him. He was always 
ready to help salesmen with 
money and advice. A visit to 
this St. Louis house would not 
have been complete without a 





little chat with “the Colonel.” 
He was also the designer of a 
safety razor which bore his 





COL. WILLIAM ENDERS 


name and enjoyed a fairly wide 
sale. 

Surviving are his widow, 
Mrs. Ann H. Enders, to whom 
he was married four years ago, 
and a sister, Mrs. Davie Saun- 
ders, who resides at 7510 Wash- 
ington Ave. 





HENRY KEIL VACATIONS 
AT WAIKIKI BEACH 
Henry Keil, president, Fran- 
cis Keil & Son, New York City, 
has been vacationing at the 


Royal Hawaiian Hotel, Wai- 
kiki, Hawaiian Islands, after 





46 years in the business of 
manufacturing locks, door fit- 
tings, metal showcases and other 
hardware items. Mr. Keil ex- 
pressed his surprise at the busy 
and metropolitan appearance of 
Honolulu. 

In commenting upon seeing 





the name of his firm on hard- 
ware articles all the way across 
the continent, he said, “It makes 
one feel that the half century 
of hard work he has put in is 
not in vain.” 





RALPH E. DAY HEADS 
BRIDGEPORT BRASS CO. 


Ralph E. Day, vice-president 
and general manager, Bridge- 
port Brass Co., Bridgeport, 
Conn., was elected as president 
of the organization to succeed 
Charles E. Beardsley, whose 
resignation as president and di- 
rector was accepted at the 
meeting of the board of direc- 
tors of that company, held on 
May 27. Mr. Day, who retains 
his position as general manager, 
had previously been with the 
American Brass Co. for 22 
years. While with the Ameri- 
can Brass Co., Mr. Day had 
been in the Waterbury plant of 


that concern and later managed | 


the company’s plant at Hast- 
ings-on-the-Hudson, N. Y. 

William R. Webster was 
elected as chairman of the 
board of directors and retains 
his office as vice-president. D. 
Swing Starring, president, 
Wheeler Insulated Wire Co., 
Bridgeport, succeeded Mr. 
Beardsley as director. The 
board of directors is now made 
up of the following men: Mr. 
Starring, Mr. Day, Mr. Web- 
ster, Herman W. Steinkraus, 
Waldo C. Bryant, Edmund S. 
Wolfe, F. Donald Coster, 
Bridgeport; Burgoyne Hamil- 
ton, Southport, Conn.; F. 
Kingsbury Bull, Litchfield, 
Conn.; George T. Wigmore, 
Naugatuck, Conn.; Paul D. 
Hamilton and Rowley W. Phil- 
lips, both of Waterbury, Conn. ; 
and B. J. Kingsbury, Jr., New 
Haven, Conn. 





SIDLES CO. APPOINTED 
RCA VICTOR CO. AGENTS 


H. E. Sidles Co., Lincoln, 
Neb., has been appointed dis- 
tributor of R. C. A. Radiolas 
for Iowa, South Dakota, all of 
Nebraska, except nine western 
counties, and one county in 
Minnesota, according to an- 
nouncement of V. W. Colla- 
more, manager Radiola Divi- 
sion, R. C. A. Victor Co., Inc., 
New York. The Sidles organ- 
ization has been in the radio 
business for the past seven 
years, and was formerly known 
as the Nebraska Buick Auto 
Co. Its R. C. A. franchise is 
one of the largest territories 
ever awarded by the R. C. A. 


Victor Co., Inc., to a single or- 
ganization. 
This company has_ branch 


in Omaha and Scotts- 


offices 





bluff, Neb., and Des Moines 
and Atlantic, Iowa. H. E. 
Sidles heads the Sidles organ- 
ization, Lee Huff and C. L. 
Carper are vice-presidents, and 
Charles Stuart is secretary- 
treasurer. A_ traveling sales 
force of 50 men is employed 
by the company. 





ADVERTISING MEN ELECT 
COREY AND CHAPPLE 


Bennett Chapple, vice-presi- 
dent, American Rolling Mill 
Co., Middletown, Ohio, was 


elected a director of the Adver- 
tising Federation of America, 
at its meeting in Washington, 


D. C., recently. George H. 
Corey, Cleveland Twist Drill 
Co., Cleveland, Ohio, was 


elected vice-president of the as- 
sociation at the same meeting. 





W. E. ERSKINE RETURNS 
TO SYLVANIA PRODUCTS 


William E. Erskine, eldest 
son of B. G. Erskine, president, 
Sylvania Products Co., Empo- 
rium, Pa., has assumed his 
duties as assistant to the presi- 
dent in both Sylvania Products 
Co. and Nilco Lamp Works. 
Since February, 1929, he had 
been in the employ of Ken-Rad 
Corp., Owensboro, Ky., where 
he went by agreement with the 
Ken-Rad people to get outside 
experience. 

Before Mr. Erskine’s return 
to the Sylvania, Roy Burlew, 
head of Ken-Rad and a friend 
of B. G. Erskine, expressed his 
regret at losing the younger 
Mr. Erskine. 














BURTON E. MARTIN DIES 
AT HIS HOME IN ELMIRA 


_Burton E. Martin, Elmira, 
N. Y., president and general 
manager, Gridley, Fuhrman & 
Martin Co., Inc., of that city, 
died at his home on June 2, 
after an illness of one week. 
As a boy he entered the employ 
of Gridley & Son and later be- 
came a partner in the business. 
Upon the reorganization of that 
hguse some years ago as a cor- 
poration, he became general 
buyer and an officer of the com- 
pany. Mr. Martin, who was a 
direetor and vice-president of 
the New York State Retail 
Hardware Association for many 
years, was well known in the 
southern tier counties of New 
York State. His funeral was 
attended by several representa- 
tives of the State group and 
by many dealers from his home 
town and vicinity. 

Mr. Martin is survived by his 
widow. and two children. 





ROTARIANS HEAR KELLY 
TALK ON CHAIN STORES 


William T. Kelly, president, 
Pickett Hardware Co., Warren, 
Pa., gave an address before the 
Rotary Club at Jamestown Ho- 
tel, Jamestown, Pa., on Chain 
Stores. In his address Mr. 
Kelly pointed out that there 
were 3893 chain store systems 
operating more than 101,000 
branch stores in this country. 
But in spite of this great num- 
ber he said that 75 per cent of 
the hardware sales are made by 
the independent dealers. He at- 
tributed the rapid chain store 
growth to a result of the defla- 
tion and unemployment in 1920- 
1921 following the war. 

Mr Kelly pointed out that to- 
day distribution was the big 
problem, whereas production 
was the main consideration 25 
years ago. He advised the mem- 
bers that the independent deal- 
er had nothing to fear from 
the chain if he used modern 
methods. Local banks should be 
friendly to the independent re- 
tailer, because they contribute tc 
the growth of the community 
and use the services of the local 
bank, whereas the chain keeps 
money in other banks and makes 
no great contributions to com- 
munity projects. 

He pointed out that the eco- 
nomic function of the chain 
system is sale of articles re- 
quiring no advice or personal 
service in selection, sale of 
standardized articles and small 
items with small margin of 
profit, requiring mass sales for 
profit. Mr. Kelly said that it 
was doing a valuable service as 
long as it continued along such 
lines. 
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GRIGSBY-GRUNOW co. 
WILL EMPLOY 15,000 


William C. Grunow, presi- 
dent, Grigsby-Grunow Co., Chi- 
cago, Ill., announced plans for 
employment of 15,000 people 
during the next two months. 
For the production of 4000 
radio sets a day, 10,000 addi- 
tional workers were employed 
on June 2. When the new Ma- 
jestic Electric Refrigerator is 
put in production in July by 
the Majestic Household Utili- 
ties Corporation an initial force 
of 5000 employees will be need- 
ed. Mr. Grunow stated that the 
company had received orders 
from its distributors for more 
than a million refrigerators, 
placed after a careful canvass 
ot the company’s 14,000 dealers. 

Mr. Grunow said: “I am 
firmly convinced that the fu- 
ture of the radio industry is 
secure, and we are demonstrat- 
ing our faith in the future by 
embarking on this program. The 
soundness of the American 
business structure has _ been 
tested thoroughly in the past, 
and it is only a question of 
time until it recovers its equi- 
librium, and the business of the 
country again resumes its up- 
ward course.” 


STAINLESS STEEL TERM 
LIMITED AS TO USE 


A report from Washington, 
D. C., on June 3, states that the 
use of the term “Stainless 
Steel,” as a trade name in ad- 
vertisements will no longer be 
displayed by companies selling 
and distributing certain types 
of cutlery and kitchen tools 
when the name applies to a 
product not made wholly of 
stainless steel, according to a 
stipulation signed with the Fed- 
eral Trade Commission. 





GRASS SEED TRADE 
RULES APPROVED 


Six trade practice rules 
adopted by the field and grass 
seed industry at the trade prac- 
tice conference held last De- 
cember have been affirmatively 
approved by the Federal Trade 
Commission, it was announced 
by the commission recently. 

The rules approved by the 
commission relate to such un- 
fair methods of competition as 
misrepresentation of products, 
fraudulent advertising,  def- 
amation of a competitor, com- 
mercial bribery, price discrim- 
ination between different pur- 
chasers of commodities, and 





selling goods below cost to in- 
jure a competitor. 

The commission also accept- 
ed the two following rules as 
expressions of the trade: 

“Any false or fradulent mis- 
representation by the purchaser 
of seeds to the seller in order 
to mislead, deceive or defraud | 
the seller, either in selling or | 
contracting to sell to him agri- 
cultural seeds, or in the respect 
to such sale or contract of sale, 
is condemned by the industry. 

“Solicitation of the cancella- 
tion of sales or contracts of 
sale of field and grass seeds | 
in order to benefit the solicitor, | 
is condemned by the industry.” 








| 


| some time. 


SOUTHWELL WILL LEAVE | 
AMERICAN WIRE FABRICS | 


Raymond J. Southwell has 
resigned as sales manager of 
the American Wire Fabrics 
Corp., a subsidiary of Wick- 





RAYMOND J. SOUTHWELL 


wire Spencer Steel Co., Inc., 
New York, and will leave that 
organization July 1. 

For 19 years he has been 
associated with the American 
Wire Fabrics Corp. and Wick- 
wire Spencer Steel Co. Prior 
to the merger of the Clinton 
Wire Cloth Co. with Wickwire 
Steel Co. he was vice-president 
in charge of sales. With the 
Wickwire Spencer organization 








he served as sales manager in 
charge of hardware and struc- 
tural products in addition to his 
duties in American Wire Fab- 
rics Corp. 

Mr. Southwell is well. known 
among hardware _ jobbers 
throughout the entire country. 
His plans for the future are 
not definitely made up, although 
he intends remaining in the 
hardware trade. 





Federal Trade Commission Reviews 
Trade Practice Conference Rules 


May Strike Out “Questionable” Features Which Seem to 
Encourage the Fixing of Prices 


(From Our Washington Bureau) 


The first official admission 
that the Federal Trade Com- 
mission is reviewing all of its 
trade practice rules to strike out 
“questionable” rules that have 
been adopted in the past has 
just been made by Chairman 
Garland S. Ferguson. Reports 
that the code is being redrafted 
and will be made retroactive 
have been in circulation for 
They gained added 
force after the recent trade 
practice conference held in New 
York with ammunition makers. 
3ut official confirmation that 
the rules were being examined 
and revamped was lacking un- 
til Chairman Ferguson made 
his statement. The announce- 
ment is of vital importance. It 
affects conferences to be held 


|and those that have been held. 
| ~ . . - . 
For it is a foregone conclusion 


that those which have been 
adopted will, where necessary, 
be revised to fit the new policy. 
Commissioner Ferguson did not 
say so, but it is persistently re- 
ported from sources that are 
considered reliable that one of 
the outstanding purposes is to 
make it impossible to use the 
rules for the purpose of price- 
fixing. John Lord O’Brian, as- 
sistant to the Attorney Gen- 
eral, in a recent address in 
Washington, said there “ had 
come to the attention of the 
Department of Justice infre- 
quent cases where the rules had 
been misused to violate the law, 
especially in fixing prices. 
Where this practice has been 
discovered, it has been through 
the so-called group two rules, 
or those which are accepted by 
the Commission as an “expres- 
sion of the trade” and whose 
legality or illegality is not 
passed upon by the Commission. 
Recent rules promulgated by the 
Commission reflect the change 


|in policy. They incorporate in 
|the rules and, again particularly 
}in connection with group two, 
actual provisions of the anti- 
trust laws, notably the Clayton 
act. This is noted especially 
where rules relate to price dis- 
crimination. 

In his statement Chairman 
Ferguson points out that the 
Commission has “set its course 
by those great landmarks—the 
Sherman and Clayton acts and 
its own organic law.” Though 
these laws may be obscured by 
conflicting opinions and contra- 
| dictory decision, Chairman Fer- 
| guson says “the Commission in 
lits litigated cases and its trade 
| practice conferences must keep 
| these ever in mind.” 
| Chairman Ferguson declared 
| that many of the rules, which 
|in no way tended to violate the 
\law, have promoted economic 
and business-like methods of 
marketing and distribution. He 
says that “if those who cr-ti- 
cize the commission would turn 
from the mole hill of the prob- 
able desire on the part of some 
industries to evade the law and 
view the mountain of business 
efficiency accomplished, their 
criticism would turn to com- 
mendation.” 

Expressing his abiding faith 
in the integrity of the Ameri- 
can business man, Chairman 
Ferguson predicts the time in 
the present generation “when 
unfair practices and unlawful 
agreements and combinations 
will be obsolete, when goods 
will be sold on their merits 
alone, and success will depend 
upon ability, efficiency and ser- 
vice.” 

He asks that honorable and 








reputable business voluntarily 
abandon all that is unfair and 
unlawful, adding that “the 


Commission can easily handle 
the crooks and rascals.” 








ZIPKIN TO REPRESENT 
SUPERIOR LADDER CO. 


The Superior Ladder Co., 
Goshen, Ind., has announced 
appointment of Phil Zipkin 


Sales Co., 1276 W. Third St., 
Cleveland, Ohio, as exclusive 
representatives for Ohio and 


western Pennsylvania, includ- 
ing Pittsburgh. Mr. Zipkin is 
well acquainted among distrib- 
utors of ladder products in his 
territory. 

Included in the line carried 
are ironing boards, stools and 
special types of scaffolding for 
painters and contractors. 











Saved From the Waste Basket 


By SAUNDERS NORVELL 


HE mass of printed matter that comes to the 

executive of a large corporation on these 

days is something terrible. A large part of 

it is excellent, interesting and well printed 

stuff. No one man has time to read it and 

take care of his regular work. Out of 

what comes to me, I select what looks best, carry it home 

and read it evenings. Then the next day I pass the 
matter along to our various heads of departments. 

x * * 

Here comes the Chase Economic Bulletin, issued by 

the Chase National Bank of New York, with an article 

on the subject of branch and chain banking throughout 

the Federal Reserve Districts by Benjamin M. Ander- 

son, Ph.D. economist of the Chase National Bank. This 

bulletin is just full of interesting and in some cases 

startling facts. Just consider the following: 

During the nine year period June 30, 1920 to July 1, 

1929 about five thousand banks, nearly all of them in 

agricultural communities, closed their doors and tied up 

deposits of approximately $1,500,000,000. (The average 

of deposits is thus very small for these failed banks, 

being only $300,000.) The figures for the year 1929 

show no decline in the rate of failures among these 


small banks. 


* ok * 


Over 40 per cent of the failed banks were situated in 
towns and villages having a population of less than 500 
persons. Over 60 per cent were in towns of 1000 
people or less. Eighty per cent were in towns of. 2500 
people or less. Ninety-two per cent of the failures were 
in places having less than 10,000 people. Of the re- 
maining 8 per cent of the failures, a high percentage 
was in very small banks in larger places. 

* 


ok * 


From the standpoint of capitalization, 63 per cent 
of the failures were among banks having $25,000 capital 
or less. Seventy-one per cent were in banks having less 
than $50,000 capital, and 88 per cent among banks hav- 
ing less than $100,000 capital. 
* 


ok * 


During the past nine years there were no failures at 
all of banks having capital of two millions or more, 
and there were only four failures among banks having 
over one million capital. ~ 

ok 

Practically, it may be said that for cities of 10,000 or 
more people, and that for banks with $100,000 capital 
or more, there has been no problem of sufficient magni- 
tude to justify extraordinary concern, or to call for 
more than local attention. 


ok * 
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Certainly there is nothing in the experience of the 
past nine years, as revealed in the foregoing figures, to 
justify a legislative revolution in our banking situation, 
or to justify the creation of giant branch-banking sys- 
tems, with enormous capital, ranging over “trade areas” 
which may equal or even exceed Federal Reserve dis- 
tricts in size. Much more moderate measures would 
apparently be indicated. 

. 


X * 


The first and foremost cause of the larger number of 
bank failures since 1920 is the great boom in agricul- 
tural prices and land values before 1920, the collapse of 
agricultural prices and land values following 1920, and 
the adverse conditions in agricultural communities which 
have since continued. The second great cause is real 
estate speculation in the period since 1920, in certain 
important sections of the country, notably Florida and 
some adjacent States. 

This is strikingly evidenced by the geographical dis- 
tribution of the failures, which are largely centered in 
four Southeastern States, namely, Florida (123 failures), 
Georgia (305 failures), South Carolina (191 failures), 
North Carolina (110 failures), and in a second group 
of agricultural States, namely, Minnesota (378 failures), 
Iowa (467 failures), Missouri (246 failures), North 
Dakota (444 failures), South Dakota (315 failures), 
Nebraska (307 failures), Kansas (194 failures), Mon- 
tana (191 failures), Oklahoma (227 failures), Texas 
(217 failures). 

During this same period, all of New England had 
only twenty-six failures. New York had only twelve 
failures, and Ohio had only thirty-six. New Jersey had 
none at all. The failures were concentrated, in other 
words, in the regions which had been most affected by 
the agricultural boom and collapse, and by the real 
estate speculation in Florida and adjacent States. This 
concentration of the problem in special areas again 
would raise the question as to whether Federal legisla- 
tion, affecting banks all over the country, is called for, 
or whether—in so far as the matter calls for banking 
legislation at all—it is not a matter for the States most 
concerned, with such concurrent legislation on the part 
of the Federal Government as would permit National 
banks to have the same branch banking rights that 
State institutions have in these States. 

From the standpoint of the contrast between our unit- 
banking system and the system of branch banking, it may 
be observed that the same grave sequence of events, 
namely, the war, the boom of 1919-20 and the collapse 
of 1920-21, which undermined so many of our small 
agricultural banks, also undermined great branch-bank- 
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ing systems in many parts of the world. These include 
a great bank in Denmark, a great bank in Canada with 
four hundred branches, the Banque Industrielle de Chine 
in China, with its widespread branches and its power 
of note issue, and the Banca di Sconto in Italy, with 
branches spread all over that country. More recent 
troubles of the same sort, deferred consequences of 
the same causes, have occurred in Japan and Austria. 
An incomplete record shows, also, for the United States, 
that 226 banks, with deposits of $102,000,000 belong- 
ing to chain systems, failed during the period we are 
considering. And it is further to be observed that in 
all these American agricultural States the great bulk 
of the unit banks, measured in resources, survived the 
shock, and that in every State the majority of the unit 
banks in number stood intact. 

The situation was very greatly aggravated in many of 
these States by the excessive number of very small 
banks. ‘‘No community can possibly provide adequate 
resources, competent officers and experienced directors 
for one bank to every 750 of its inhabitants, as in North 
Dakota, or to 1400 as in Iowa. And the situation in 
these States was not exceptional; on the contrary, an 
excessive number of banks have been established 
throughout those sections of the country that are mainly 
devoted to agriculture.” 

New Jersey’s total immunity from bank failures in 
the past nine years is probably due in part to the fact 
that New Jersey’s banking authorities are not over-ready 
to grant charters to new banks, unless there is real evi- 
dence that a new bank is needed, and that the Federal 
Comptroller is influenced by the State policy when grant- 
ing national bank charters in that State. 

The situation was complicated further for many small 
country banks by the withdrawal of an important source 
of revenue which they had formerly enjoyed, namely, 
the making of exchange charges on checks drawn against 
them for which remittance was expected in another 
place. Their checks, when presented over their counters, 
they paid at par. But when they were expected to make 
remittance to other places, they very generally made a 
liberal (and often excessive) “exchange charge,” which 
was an important source of revenue. The Federal 
Reserve System of par collection of checks has largely 
wiped out this source of revenue for very small banks. 

Again, the institutions chartered by the Federal Gov- 
ernment for making mortgage loans reduced an impor- 
tant source of revenue which many of these small banks 
had, in acting as intermediary in the making of mort- 
gage loans. 

At the same time these Federal farm loan agencies 
brought into the agricultural communities an unaccus- 
tomed volume of funds which were deposited with the 
local banks at high rates of interest, and which the local 
banker felt obliged to reemploy at high rates of interest. 
Many a small town banker, who was a good banker 
when his loanable resources. were somewhat less than the 
borrowing demands of his good customers, and who 


could make good loans when he could discriminate among 

competing borrowers, found himself to be a very poor 

banker when he faced the unaccustomed problem of 

employing surplus funds. He was not trained for that. 
*K oe * 

A leading wholesaler in New York City writes me as 
follows: 

“T have had the pleasure of reading many articles 
written by you and have always agreed with the con- 
tents of them all, with the exception of one you wrote 
about a year ago, entitled ‘Is the Jobber Passing?’ 

“Tn your article on this subject you made two state- 
ments that I could not imagine being written by a man 
of your sound judgment. I wish you would permit me 
to call your attention to these two statements. 

“You stated that some jobbers made a mistake by for- 
getting the capital they started with when figuring the 
return on their investment, and expected a fair return 
on their present capital. 

“Why should not they expect this fair return on their 
present capital, if they made money in previous years 
and left their profits in the business? Surely this is 
additional capital and as such is just as much a part of 
the working capital as the original money invested. | 
do not think there can be any contention about this. 

“You also stated in this article that a farmer was 
formerly contented and made a profit in tilling ground 
that cost him $50 an acre, but just as soon as this land 
enhanced in value to, say, $200 an acre he complained 
that he could make no profit. You claimed he made the 
mistake of entirely forgetting that he was tilling land 
that cost him only $50 per acre. If the value per acre is 
based on what the farmer can sell the ground at, he is 
surely tilling ground the value of which is $200 per 
acre. If he sold his farm at that price, he would have 
that much capital to invest, and therefore he has that 
amount of money invested in the farm. I maintain 
that the farmer is corréct in forgetting the original cost 
and should only consider the present marketable value. 

“I felt tempted to write you at the time I read this 
article, but noted that somewhere in this article, and 
connected with these two similies, you stated that they 
were written ‘with a twinkle of the eye.’ I therefore 
preferred to think that this part of your article was 
written in a humorous rather than a serious vein. | 
therefore did not want you to think that I lacked a sense 
of humor. However, your letter to me gave me an op- 
portunity to mention this matter without any publicity. 

“T would have enjoyed reading an article by you on 
the M. M. P. plan of merchandising, which was outlined 
in an article published in the HARpware AGE of Jan. 
9, 1930. In my opinion, there is nothing new in the 
plan. I consider the paragraph in your article “Price 
Control Within the Law” headed “A Vicious Circle 
That Ends Nowhere,” is a condemnation of this M. M. P. 
plan. The adoption of this plan in the U. S. A. would 
simply mean a price war, for if one representative jobber 

(Continued on page 72) 
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Wholesale Trade Improves 
Along the Pacific Coast 


Highlights, from a recent Federal Re- 
serve Report for the Twelfth District 
which covers the Pacific Coast are very 
encouraging. Of interest to the hard- 
ware trade are the following extracts: 

“On the whole there appears to have 
been some improvement during the 
month. Wholesale sales, after due sea- 
sonal allowance, expanded; merchandise 
freight carloadings increased more than 
is customary in April; the number of 
new automobiles registered in the dis- 
trict was larger in April than in March.” 

“In the hardware line for the entire 
Pacific Coast sales were reported as 3.7 
per cent greater than March, 1930, al- 
though 11 per cent less than in April, 
1929. 

“Tn the implement line sales were nine 
per cent less than March of this year 
and three per cent more than April of 
last year. 

“Comparing April of this year with 
April of last year, the leading cities show 
the following comparisons in the 27 firms 
reported : 


Los Angeles 18% less 
San Francisco 144% more 
Portland 3% less 
Seattle 12% less 
Salt Lake 21% less 


“Comparing April of this year with 
March of this year, every one of the 
centers reports a gain ranging from a 
1% per cent gain in Portland and Los 
Angeles to an 8 per cent gain in San 
Francisco. For the first four months of 
the year compared with the first four 
mohths of last year, Los Angeles shows 
18 per cent less, San Francisco 1% per 
cent less, Portland, 5 per cent less, Seat- 
tle, 10 per cent less, and Salt Lake City, 
15 per cent less. 





Price Average Was 87.8 
Per Cent Week Ended May 31 


Prof. Irving Fisher of Yale Univer- 
sity announced on June 1 that the pre- 
vious week’s wholesale commodity prices, 
based on Dun’s quotations, averaged 87.8 
per cent. The April average was 90.6 


per cent. The purchasing power of the 


GENERAL MARKET 
NEWS orf tHe WEEK 


Seasonable Goods Active 


Staples Demand Normal 


New York, June 11.—Warmer 
weather in practically all sections of 
the country has given the whole- 
sale hardware and housefurnishings 
trade its first taste of real business 
in some time. Seasonal lines are 
selling in good volume. Staples 
average normal. Reports from 
leading centers indicate that May 
sales were pretty close to the same 
month of last year, despite a lost 
day in most quarters due to the 
week end holiday. Predictions are 
that June will likely pass the mark 
of June, 1929, with reasonable ac- 
tivity continuing well into July. 
With a fairly good summer and sub- 
stantial fall in prospect the morale 
of the trade is much strengthened, 
though few expect the year’s 
total to compare favorably with 
1929, on a dollar and cents basis. 
Most authorities expect the fourth 
quarter of 1930 to be very active. 

There are practically no impor- 
tant price changes, though there are 
a few adjustments being made bring- 
ing certain lines up to a slightly 
higher level. 

Collections average fair in most 
sections with a tendency toward im- 
provement that has caused easier 
credits. 

In practically all parts of the 
country farming districts report bet- 
ter business than do nearby city 
areas. 





dollar was 113.9c. on a 1926 basis of 
100c. The April average was 110.4c., 
according to the Journal of Commerce. 

Crump’s Index of English prices for 
the week on the revised 1926 level was 
80.1. The April average was 82.1. 

The Italian index on the revised 1926 
basis for the week ended May 24 was 









Tire Prices Down 5% 
By Three Companies 


Automobile tires and tubes were re- 
duced approximately 5 per cent by the 
Goodyear Tire & Rubber Co., General 
Tire & Rubber Co., and the Kelly- 
Springfield Tire Co. The reductions to 
take effect immediately were dated June 
5. It is believed that other manufac- 
turers will follow this reduction which is 
said to be made possible through lower 
costs of raw materials. 

The action of these manufacturers fol- 
lows a similar reduction named by the 
mail order houses on May 16, last, when 
tire prices in the mid summer catalogues 
were reduced 4 to 6 per cent, bringing 
Ford balloon sizes down to around $5.55, 
the lowest in history. 


Wholesale Price Index Con- 
tinues Fall—Off 0.8 Per Cent 


The index number of wholesale prices 
on June 1 stood at $176.24, continuing 
the recession begun last October, accord- 
ing to R. G. Dun & Co. The index this 
month shows an 0.8 per cent fall from 
the figure reported for May 1, a slightly 
smaller decline than was reported for 
the period ended with that date, when 
there was an 0.9 per cent fall from 
April 1. 


Bank Debits Drop 9 Per Cent 
To $13,012,000,000 Total 


Debits to individual accounts, as re- 
ported to the Federal Reserve Board by 
banks in leading cities for the week ended 
May 28, aggregated $13,012,000,000, or 
9 per cent below the total reported for 
the preceding week and 30 per cent be- 
low the total reported for the corre- 
sponding week of last year. 

Aggregate debits for 141 centers for 
which figures have been published week- 
ly since January, 1919, amounted to $12,- 
288,000,000, compared with $13,538,000,- 
000 for the preceding week and $17,676, - 
000,000 for the week ended May 29 of 
last year. 
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Pittsburgh Hardware Demand Shows Improve- 
ment With Continued Warmer Weather 


PitrspurGH, June 10. 

The hardware business in this terri- 
tory has reacted favorably to the 
warmer weather in evidence since the 
first of the month. While business is 
hardly up to the corresponding levels of 
last month, it is generally satisfactory 
and conditions in the last few weeks 
show a marked improvement over the 
first four months of the year. In that 
period wholesale hardware distributers 
in the Cleveland Federal Reserve dis- 
trict reported a 14 per cent decline as 
compared with 1929, but Pittsburgh 
jobbers have had sufficient improvement 
in business since that time to make up 
for about half the loss. Hot weather 
items have accounted for a large part 
of this increased volume and staple 
hardware goods have remained rather 
quiet. 

Among the products which have been 
notably active in the last few days are 
screen doors and windows, sporting 
and camping supplies, fishing tackle, 
garden and lawn tools, fly swatters and 
vacuum bottles. Demand for electric 
fans is still rather quiet. Builders’ 
hardware is continuing very dull and 
paints and window glass are not up to 
normal. A not too recent compilation 
of building data for Pittsburgh, but 
still fairly applicable to the situation, 
is offered by April permits for new 
buildings, additions and _ alterations. 
These totaled 563, valued at $1,362;701, 
as compared with 626 permits valued at 
$1,945,985 in the corresponding month 
last year. The ratio during May is not 
expected to show much change. Very 
few apartment buildings are under con- 
struction, the largest being designed for 
32 families. 


FEW PRICE ADVANCES 


Price changes in hardware products 
“have recently been featured by ad- 
vances. Night latches have gone up 
starply following a price war of several 
months’ duration which brought quota- 
tions to the lowest levels of recent 
years. Practically all lines have been 
advanced about 25 per cent. The Yale 
No. 20 is now quoted at $8 a doz.; No. 
23 at $9.60; No. 42 at $19, and No. 042 
at $17. Leading makers of blow torches 
have also advanced prices about 20 per 
cent, present quotations ranging from 
$3.90 each for No. 158 to $6.30 for No. 
210. Le.Page glue in cans has also 
been advanced, although quotations on 
the family size are unchanged. Reduc- 








At A Glance 


Warmer weather helps busi- 
ness—June sales less than 
May so far—Building con- 
siderably less—Lawn and gar- 
den goods active—Few price 
changes mostly upward— 
Dealers buying in small lots 
—Farm districts better than 
city areas—Steel industry en- 
couraging — Employment 
fairly good. 











tions in products requiring copper and 
brass are still coming to local jobbers. 
Soldering copper is lower at 30c. per 
lb., while brass shoe nails and copper 
tea kettles have dropped sharply. Small 
rivets have been reduced 5 per cent, 
while bolts are now generally quoted at 
60 and 10 per cent off list, a decline of 
10 per cent. Turpentine has declined 
to 6lc. per gal. in barrel lots and raw 
linseed oil has dropped to 15 1/3c. per 
lb. in barrel lots, as compared to a re- 
cent quotation of l6c. Nails and wire 
products are unchanged and stronger 
and talk of higher mill prices in the 
third quarter may serve to stimulate 
business slightly. 

Hardware retailers are still buying 
largely in small lots to fill immediate 
needs. Stocks are low and the same 
holds true for jobbers who have been 
depending ‘to a great extent upon the 
promptness of mill shipments to take 
care of sudden rush orders occasioned 
by sudden changes in weather condi- 
tions. This has resulted in considerable 
urgency for delivery and probably gives 
an impression of more activity than 
actually exists inthe industry. 


FARM DISTRICTS BETTER 


General business conditions in the 
Pittsburgh territory are by no means 
encouraging. Department store sales 
are at a high level, considering the state 
of general industrial activity. How- 
ever, collections are very slow in the 
hardware business as well as in others. 
This is becoming particularly marked 
in mill towns which are forced to de- 
pend entirely upon one industry, 
whether it be steel, glass, coal or some 
others. In the agricultural districts 
conditions are little better and results 
of heavy frost throughout western 
Pennsylvania are expected to be felt 





mere and the season 
gresses. 

The steel industry is still featured 
by heavy pipe tonnages and operations 
in mills making lap-welded seamless 
and electrically welded pipe will soon 
be at capacity. Approaching completion 
of the new mills of the National Tube 
Co. at McKeesport is expected to give 
business considerable impetus in that 
vicinity. Reinforcing bars are also 
moving in good volume, but other steel 
products are generally inactive. The 
weak price situation offers consumers 
little incentive to place orders and like- 
wise acts as a deterrent specifying 
against old contracts. Shipments to 
the automobile industry are falling off 
slightly this month and the railroads 
are holding up shipments. Making of 
steel building products is running at a 
low rate, and radiator and _ sanitary 
ware making are operating on two or 
three days a week. Plants in the dis- 
trict making steel mill equipment and 
heavy machinery are well occupied and 
the same is true of manufacturers of 
electrical equipment and machinery. 
The barge business is very quiet and 
fabricating shops are running at about 
75 per cent. Recent award of 1800 
of structural steel for an industrial 
building for the Pittsburgh Plate Glass 
Co. at Ford City, Pa., is the feature of 
the structural market, while the letting 
of 1750 tons of reinforcing bars for a 
bridge at East Pittsburgh is outstanding 
in that field. Steel ingot operations in 
PittSburgh and nearby districts average 
about 70 per cent of capacity and are 
not declining to any large extent. Re- 
leases of heavy tonnage for pipe making 
are expected to hold up the production 
of the larger companies in the months 
to come, but smaller companies with a 
less well diversified line of products are 
already seriously affected. Further de- 
cline in business may result in complete 
suspension for periods of a week or 
longer during the summer months. 


EMPLOYMENT IS FAIR 


Employment are not 
alarming, as outdoor activity is fur- 
nishing work for a large number of 
men and some new construction is un- 
der way. The St. Joseph Lead Co. will 
soon begin construction of a plant on 
the Ohio River near Monaca, Pa., 
building of which will require about 
1000 men. Layoffs in the mining dis- 


more as pro- 


conditions 


tricts are reported with regularity. 
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Sporting Goods and Wire Products Active 
—Chicago Prices Are Steady 


Cuicaco, June 10. 


NEASONAL movement goes for- 
uy ward at a steady pace, though the 
first half of 1930, soon to be 
rounded out, is expected to show a de- 
cided lapse as compared with the same 
period last year. Jobbers no longer 
hope that summer trade will be heavy 
enough to overcome the relative loss in 
volume already registered. What fall 
may bring forth remains problematical, 
depending upon crop yield and indus- 
trial conditions. The more optimistic 
look for considerable improvement as 
the year slides into the last quarter; 
other-minded observers believe it will 
take longer for any positive upturn to 
develop. Nevertheless, wholesalers are 
driving hard for business and so are 
the factories. 

Orders for bolts and nuts are coming 
in briskly; prices among jobbers seem 
to be much better maintained since the 
reduction. Hose and the majority of 
other garden goods are moving in re- 
sponse to a healthy seasonal demand, 
without price fluctuations. Spells of cool 
weather, however, have retarded lawn 
mower sales. Screen door hardware is 
active, since most retailers had let their 
stocks get low. Currently this is the live- 
liest line in builders’ hardware which 
otherwise shows little demand, despite a 
slight tendency toward improvement re- 
ported by some wholesale houses. Con- 
tractors are said to be trimming struc- 
tural jobs at sacrificial prices, on which 
score much complaint is heard. 


Building Is Sluggish 

Building, in general, is extremely 
sluggish, though it seems to be some- 
what livelier in the smaller cities sup- 
ported by agriculture than in the larger 
industrial centers. The high price of 
organized labor, much of which re- 
mains unemployed, is believed to be a 
major retarding influence. Work has 
begun on the administration head- 
quarters for Chicago's Century of 
Progress Exposition to be held in 1933. 
Other large buildings of architectural 
distinction will follow as this inter- 


national enterprise takes visible form. 
Increasing activity on the fair grounds 
is expected to have a favorable effect 
on building throughout the metropolitan 
region. 

Late demand for wire cloth is strong, 





. 


AT A GLANCE 


Seasonal goods selling stead- 
ily—First six months volume 
less than last year—Bolts, nuts 
and other staples active— 
Building is sluggish—Wire 
cloth demand is strong—Price 
adjustment likely to be up- 
ward on nails and wire pro- 
ducts — Agricultural condi- 
tions considered very favor- 
able—Last quarter of year ex- 
pected to be very active— 
Continued warm weather will 
help hardware business. 

















aligning with the normal movement at 
this time of the year; present prices 
show some advance over those ruling 
earlier in the season; manufacturers are 
hoping for as high, or higher, market 
levels when the next selling period 
opens. Poultry netting prices continue 
firm as demand recedes. Ice cream 
freezers are moving at a fair rate, with 
no signs of a decided increase. Most 
of the sporting items, golf goods in 
particular, reveal plenty of action. With 
the advance of the seasgn and the 
closing of the schools, baseball supplies 
are falling off, though not sharply. 
Fourth of July outings are already 
strengthening the demand for fishing 
tackle which has been unusually active 
for some weeks. 

Flectric appliance trade remains 
rather disappointing, especially with re- 
spect to units priced in the higher 
levels. Small electrical accessories con- 
tinue brisk; each year, so far as the 
hardware field is concerned, they reg- 
ister positive betterment. Lamps, de- 
spite daylight saving and somewhat to 
the surprise of wholesale buyers, are 
unseasonally active. 


Upward Adjustments Likely 


Market figures are holding rather 
steady this week over the whole range 
of hardware quotations. Since most 
raw materials are considered at rock 
bottom, the trade seems reasonably free 
of disturbing contingencies, although 














minor readjustments of some influence, 
as usual, may-occur from time to time. 
One imminent change is an expected 
advance on night latches to be an- 
nounced shortly. Next month new prices 
are likely to be made on paint brushes. 
There is a growing sentiment in the 
larger selling field that the consistent 
declines of the past two years on nails 
and wire have brought prices to nearly, 
if not quite, the lowest possible level. 
Mills are finding today’s basis very un- 
profitable and wholesalers and retailers 
are buying with added confidence. 

Though volume for the first and sec- 
ond quarters has developed disappoint- 
ments, the hardware credit situation is 
better than this circumstance would in- 
dicate, especially with respect to the 
wholesale houses. They report col- 
lections fairly easy. Wholesale out- 
standings are nomal. Over-due col- 
lections in the Chicago retail field are 
harder to make. 


Farm Conditions Favorable 


Agricultural conditions, on the whole, 
seem favorable. Outside the winter 
wheat belt, where prospects are some- 
what negative, growing grain is con- 
sidered good to excellent, though oats, 
in some sections, are only fairly 
promising. Farm work shows better 
progress than was the case last year, 
being nearly two weeks ahead of that 
season. Some ffost damage in south- 
western Michigan, southern Iowa, II- 
linois and Indiana seems sure to affect 
the fruit crop adversely, though the ex- 
tent of the backset is as yet inde- 
terminable. 


Hardware Retail Sales Down 3% for 
First Four Months 


For the first four months of 1930 hard- 
ware retail sales were 3 per cent under 
the corresponding period of 1929, accord- 
ing to a survey of business conditions 
throughout the country, made by the Na- 
tional Business Survey Conference of the 
Chamber of Commerce of the United 
States, of which Julius Barnes is chairman. 
In April alone the decline in hardware 
retail sales from one year ago was 6 per 
cent. In May there was a seasonal in- 
crease for lawn, garden and sporting goods. 
Inventories were reported lower than in 
1929. Payrolls of hardware manufacturers 
indicate more employes than in 1928, but 
lower payroll total. , 
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K AN S AS CITY: Sales Are Keeping Up—Future 
¢ Orders Fairly Good 


(Kansas City office of HARDWARE AGE) 

KANSAS City, Mo., June 10.—Business is not dragging by any 
means in the Missouri River section. It is true that collections 
are not up to what many believe they should be but sales keep up 
remarkably well and wholesalers say they have as many future 
orders for stoves as they had at the same period last year. This is 
the in-between season and that is making collections a little slow, 
but there is nothing to indicate that the lethargy is of a permanent 
or unusual nature. Agriculture is the backbone of things in this 
territory and, regardless of prices that prevail the wheat harvest 
always puts business on the upgrade. This has been the history of 
this section over a period of many years whether those years were 
good or “off.” 

Building activity in the towns and cities shows up in an increased 
demand for tools, both heavy and light. There are a lot of road con- 
struction projects going on and workers who are camped near the 
scenes of such jobs have taken a lot of hardware. This has been 
especially noticeable in the amount of enamelware sold. The sale of 
metal-working tools is showing some speed due to the increased 
amount of metal used in construction. Some wholesalers report tool 
sales of all kinds fully up to last year. 

Buyers of heavy hardware, such as nails, fence, bolts and bars ex- 
pect things to open up well for these lines about the last of June, at 
which time the harvest influence will begin to register. Pipe line 
projects are being pushed and this type of construction has added 
impetus to the call for campers’ supplies and various kinds of tools. 

One thing that may be said for this agricultural region is that it 
takes a tough economic situation to affect it for any considerable 
length of time. Seldom if ever has there been a widespread failure 
of crops, and when crops are harvested a lot of products go on the 
market. When crops go on the market, people buy manufactured 
goods. This is the collective opinion of business men in this section 
who have observed conditions over a period of many years. While 
there is talk of business repression in some quarters and on some 
lines, scarcely anyone who has noted the rise and recession of busi- 
ness conditions over the last thirty to forty years, expresses any 
degree of alarm. They are of one voice in saying that the harvest- 
time in the great Middle West will show the usual balance on the 
right side of the ledger. 

THE FOLLOWING PRICES ARE JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. KANSAS CITY. 

BARBED WIRE. Oar locks, malleable galvanized iron, 
Galvanized barbed wire, hog or 29c. per pair. 


cattle, catch weights, $3.70 per hun- BICYCLE TIRES. 


dred; 80-rod galvanized, hog, $3.20 Peder 

per spool; 80-rod galvanized, cattle, _U. S. Overland thornproof, _—_ 
$3.00 per spool; 80-rod painted, hog, side walls -with red tread, 28 in. x 
$3.00 per spool; 80-rod painted, cat- 1% in., $2.50 per pair. 


tle, $2.80 per spool. Plain, annealed CAMPING EQUIPMENT 
wire, No. 9, $3.20 per hundred; No. 9 Gold Medal No. 80 camp cot, $6.20; 


galvanized, $3.65 per hundred. 1 

No. 50, $4.85. ‘‘Badger’’ camp stool, 

BASEBALL SUPPLIES. 40c. | “ Badger’ folding table, — 

Good quality autographed bats of wood top and legs, ’ -50. 

selected white ash, $18.00 per doz.; Noa sat0 9D camp stove, $6.25; 
ov. 


No. Bg an) — a per —: 

No. professional model catcher’s 

mitt, $10.00 each; No. 250, horsehide saat <2 A gyn a No. 05, $1.25; 
- . NO. o, 20; 


face, $3.35 each; No. JP professional > } 
model fielder’s glove, $5.70 each; No. eight-ball set, $1.85; No. 9 eight-ball 
56 boy’s, $1.00 each; best quality, No. fancy painted, $3.30; No. 6 four-ball 


JP mask, one piece, $10.50 each. fancy painted, $2.15. 


BUILDING PAPERS AND FELTS. ELECTRIC FANS. 





Red-rosin-sized building paper, No. Ten-inch osc illating, high grade 
30. 75c. per roll. Slater’s felt, 84c. per fan, single speed, $11.55 ea. Same in 
roll. Asbestos paper, $6.00 per 100 Ib. 9-in., $8.75. No. B67 stationary, 8 in., 
Tarred felt, $2.66 per 100 lb. Insulat- $3.20; B62, 9 in., $3.70; No. B64, 10 in., 
ing paper, $2.10 per roll of 500 sq. ft. $7.00. 
BOAT OARS. FISHING TACKLE. 
Plain ash, straight hand!e, in from Rods, split bamboo, fly rods, No. 


6 ft. to 814 ft. lengths, 20c. per foot. 9714, $5.60 each; No. 3097, $3.95 each; 





No. BBC46GG steel bait casting rod, 
$1.49 each. Best quality No. 275, cork 
grip, agate guides, in from 5 to 5% 
ft. lengths, $7.35 each. 

No. 1000 good quality, level wind- 
ing, anti-backlash reel, $5.65 each; 
No. 1893 level winding, $3.35; No. 12 
level winding, anti-backlash, $13.35; 
No. 100 level winding, $3.35; No. 223, 
$1.85. Enameled silk line, 100 yards, 
23-lb. test, $2.65; 16-lb. test half cast- 
ing line, 100 yd., $2.15. 


GARAGE HARDWARE AND LOCKS. 


No. 1776%J garage door set for 


hinged doors, 2.25 per set. No. 
7T25058 sliding garage door set, $4.50. 

Wide bevel lock set, $4.25 per doz.; 
lock sets with glass knobs, $7.00 per 
doz.; No. 165 3%-in. wrought steel 
butts, 30c. per pair. 


GOLF BALLS. 


Eagle, both 1 62/100 in. and 1 68/100 
in., $6.00 per dozen. Paramount, 
same sizes, $4.00. 


ICE CREAM FREEZERS. 


All metal, No. F2A, 2 qt., $9.50 per 
doz.; all metal actomatic freezing, 
2 qt., $2.70 ea.; wood pail, 2 qt., $1.40 
ea.; steel frame, wood pail, 3 qt., 
$2.75 ea.; 4 qt., $3.35 ea.; 6 qt., $4.25 
ea. Three-motion, steel frame, wood 
pail, 4 qt., $4.10 ea.; 6 qt., $5.16 ea. 


PAINT. 


Pure outside white lead and zinc, 
$3.00 per gal.; colors, $2.80 per gal. 


PAINT BRUSHES. 


Selected black Chinese _ stucco, 
length out 4%-in., No. 30, $25.00 per 
doz.; No. 35, $34.45. Selected black 
Chinese wali brush, all rubberset: 
3 in., 2% in. out, $13.50; 3% in., 4 in. 
out, $17.05; 4 in., 4 in. out, $24.55; 4% 
in., 4% in. out, $30.70; 5 in., 4% in. 
out, $33.75. Dutch kalsomine, No. 40, 
4% in. out, selected Russia bristle, 
$42.75 per doz.; No. 50, 4% in. out, 
$51.25 per doz. Black Chinese bristle 
oval varnish, No. 4/0, $10.60 per doz.: 
No. 6/0, $13. 30 per doz.; No. 8/0, $14.25 
per doz. Flat varnish, 1 in., $2.80; 
1% in., $3.85: 2 in., $5.75; 3% in., 
$7.90; 3 in., $10.15. 


ROOFING PREPARATIONS. 


Roofing pitch, $28.40 per ton; roof- 
ing asphalt, $29.00 per ton. Asbestos 
liquid roof coating 50-gal. steel drum, 
43c. per gal.; 30-gal. steel drum, 45c. 
per gal.; 5-gal. steel pails, 53c. per 
gal. One-gallon cans, 6 to the case, 
$4.10 per case. 

Plastic roof cement, steel drum, 
480 lb. gross, 5%4c. per Ib.; ¥% steel 
drum, approximately 290 Ib., 5%c. per 
lb.: 100 Ilb., 6%c. per lb.; 25-lb. steel 
pails, 7%c. per Ib. 


SCREEN DOOR HARDWARE. 

Black japanned screen door hinges, 
$1.20 per dozen pairs; spring hinge 
sets, black japanned, $2.00 per dozen 
sets: No. 7565 steel screen door 
catches, $4.65 per dozen; No. 575 
bronze, old copper finish, $12.25 per 
dozen. 


THERMIC JUGS. 
One-gallon thermic jug, No. 303, 
$5.00. No. 123, $1.20. 


TIRES. 

Mansfield automobile, covered by 
standard warranty, 30 x 3%, oversize, 
heavy duty cord. s.s., cl., $5.12: 31 x 
4, $9.45; 32 x 4, $10.06; 33 x 4, $10.59; 
32 x, 4%, $13.61; 33 x 4%, $14. i8: 33 x 
5, $21.15; Balloon, 29 x 4.40. regular, 
$6.48; 30 x 4.50, $7.22; 30 x 5.25, a ti 
31 x 5.25, $12.25: 31 x 6.00, $16.55: 33 
x 6.00, $17.55. Trucks, 32 x 4%, ply, 
$15.79: 32 x 4%, $16.34; 30 x 5, soe: 
32 x 6, $25.32; 36 x 6, 10 ply, $36.70; 
34 x 7, $47.37: 40 x 8, 12 ply, $72.14. 

(Al' foregoing prices subject to 10 
per cent trade discount.) 


VACUUM BOTTLES. 
Universal No. 420, 1-pt., 70c.; No. 
780, 1-qt., $1.30; No. 571, 1- -pt., $1.33; 
No. 512, 2 -qt., $2. 00. 
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re OSTO Further Slight Improvement in 
> Retail and Jobbing Business 


(Boston office of HARDWARE AGE) 

BOSTON, June 10.—Although still variable, weather conditions of 
late generally have been more favorable for retail hardware sales, 
and that fact is reflected in shipments by jobbers the past week. At 
the moment there is a noticeabe pickup in the call for outdoor goods, 
such as tennis rackets and balls, sail and mechanical boats, and 
wheeled toys that Young America delights in. Several real sizzling 
hot days since last reports improved the demand for electric fans; 

, and hammocks show some signs of life. With the Fourth of July 
less than a month ahead of us, retail dealers evince a rather lively 
interest in toy cannons. Old established lines, such as screens, screen 
doors, grass shears, rakes and more particularly the lighter kinds, 
fencing, roofing materials and a long list of other things are included 
in the day-to-day jobbing bookings. This being the season for moths, 
exterminators of this past have a call. 

In fact, there is quite a broad market, but the rank and file of the 
retail trade is buying cautiously although often. Jobbers are of the 
opinion that June business, based on that booked to date, will run a 
little behind last year, but they add that more settled weather unques- 
tionably will spruce up things materially. No price changes of im- 
portance are reported by jobbers. It is intimated, however, that 
quite a radical advance has been made in at least one line of latches, 
announcement of which will come a little later. Jobbers are weed- 
ing out many slow selling lines in their stock and substituting new 
merchandise. Credits are fair. 

PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. BOSTON. 


BOATS (TOY). | Ben Hur, with base, plain, red, green 

. and blue, $1.76, assortment of colors, 

Mechanical.— Tom Thumb line, $5.28, luminous, $2.46. Nos. 401, 402, 

= ema i No. 54, $4 per doz. net; 408, 24 to the case, $3.84 per clock 

Flas No. 55, $8; Freight, No. 257, net. Display case free with six 
$8; Tugboat, Columbia, $8; Speed, clocks, shipped direct. 

Sib. No. 8. 508. No. 65, $30; No. 68, Waterbury Line.—Thrift, in case 

P lots of 50, 72c. each clock; Trusty, 

Sailing—-Seaworthy, No. 121, $2; silver alarm, 75c.; New Haven, $2.10; 


re) Ne. — $4; seo No ost. Tel Tale square, $1.35; Boston, $2.75; 
$16: No. 146 $20: 4 149 $24; No. competitive, 70c. Tom Tom, in case 
i $28: No. 151. $32: No. 162° $40: lots of 24, $2.10 each clock. 


No. 163, $60; No. 66, $80; No. 167, $120. CULTIVATORS. 
os chemnican Cultivators.—No. AC43, three prong, 


Canopy.—No. K7, $6 each, Khaki, 
No. K2, $4.35. 
Stands. —No. 68A, $3 each net.. 


KITCHEN GOODS. 


Ice Picks.—Stanley, No. E, $6.20 
a doz. net; Perfect, No. 37, 75c.; Gil- 
christ, No. 92, $1. 12 a doz. and $11 
a gross; Truck’s slim, $1.58 a doz.; 
Bridgeport automatic, $2 an assort- 
ment. 

Egg Beaters.—Blue Whirl, medium, 
$8 a doz. net, large, $12; Taplin Mfg. 
Co., No. 44, $4; Ladd, No. 0, $4, 
No. 1X, $5.60; Edlund, $6. “ 

Egg Whip. Standard makes, 54c. 
each net. 

Mixabeter.—No. E570, $16.65 each. 


MOTH EXTERMINATORS. 


Moth Exterminators.—Expello, first 
size, $8 a doz. net; second size, $8; 
third size, $4. One free can ‘with 
every dozen. Parafume, 48 cakes in 
carton, $2.90 a carton net. 


PLANT STICKS. 


Standard.—Bamboo, green, 3 ft., 
65c. per 100 — net; 4 ft., Tbe. 
Natural color, 4 ft., $4.50; 5 ft., "$5. 50; 
6 ft., $6; 8 ft., $7. 


RAKES. 


Rakes. — Garden, Wallingford, No. 
14B, $11.70 a doz. net; No. 16B, 
$12.55; No, Es. $9.35; No. 114, $10. 10; 
No. 16, $10 

BB i steel, 24 tooth, No. 
RR234, $8.50 a doz. net; wooden han- 
dle, 24 toeth, 2X grade, wire bows, 
$6.60; 24 tooth, 3 bows, $9; 28 tooth, 
3 bows, $10. 

Rakes.—Hay, steel, Hub, 2 bows, 
$7.15 a doz. net. Teeth, 15c. a dozen 
net. 

Rakes.—Road, No. X14, $13.13 a 
doz. net; No. X16, $14.15. 

Rakes. — Gravel, 2 in. teeth, No. 
314, $11.60 a doz. net; No. G16, $12.55; 
1% in. teeth, No. G16, $12.55. 


SHEARS. 


Grass. — Standard makes, No. 150, 
$2 a doz. net; No. 1360, $4; No. 9R, 
$5.50; No. 0267E, 6.50, No. 106, $10; 
No. 1105, $11.75; No. 400, $12 Good- 
win, No. 10, $1 13.80. Doo- Klip, short 
handle, $10.80; long handle, $18. Hylo, 
14. 


$ 

Sheep.—Standard makes, No. 057E, 
5% in., $8.25 a doz. net; No. 055B, 
5% in., $7.75. 

Pruning.—Standard makes, No. 06, 


Columbia Line.—No. 251BT, $9 each $6.90 a doz. net; No. AC45, five prong, 
net; No, 2628, $11; No. 25357, $13. $9.85; No. AC83, 8-in. handle, $4.45. $4 a doz, net: No. 4 $5; No. 23, $6; 
Sidewalk styles, Boy’s ng. oO. a ‘ dey 
$18.50; Girl’s Queen, No. $18.50; FANS (ELECTRIC). Bogs og sis, a ra te 
Rambler, No. 170, $10, No. 8, $13, Fans.—Westinghouse, 60 cycle, 8 in. Klip, $10.80." French wheel, 8 in. 
No. 319, $13.75; ‘bicyclets, No. 229, stationary, in lots of three, $3.50 each $20: '9 in., $22. i 
$17.15; No. 329, $22.5 50. eaes 7. <~ of Ftasee ogy gree 2 Pruning. —Long handled, No. 5404, 
-in., in lots of three, .36; i ts 
CANNON (TOY). . | of 18, $7.77; 10-in., in lots of three, im hh ie on ne 32006. 28 
Cannon.—Toy, Big Bang line, on $11.90; in lots of 12, $11.05; 12-in., in 5402, 24'in., $27. Standard tree, No. 
two wheels, No. 8F, $1.50 each net; lots of three, $18.90, in lots of 12, 12, $19.50 a doz. net; No. 14, $21.50. 
No. 12F, $2.50; No. 16F, $3.67. On $17.55; 16-in., in lots of three, $24.50, Telephone, No. 1, $13. 
four wheels, No. 10W, $2; No. 6F, $1. in lots of 12, $22.75. Forty-cycle, Hedge.—-No. 60, 6 in., 68c. a pair 
Tanks.—Toy, Army, No. 5T, 67c. 8-in., in lots of three, $4.55; in lots of net; No. 80, 8 in., $1. 10; No. 300, 
each net. 12, $4.23; 25 to 30 cycle, 8 in., oscillat- in., 75c.; No. 301, 9 in., $1.25; No. 
Pistols.—Toy, Big Bang line, with ing, in lots of three, $8.93, in lots of 100, 6 in., $1.20; No. 100, 7 in., $1.35; 
holster, $1.34 each_net. 12, $8.29. Direct current, oscillating, No. 100, 9 in, *$1.60; No. 101, n., 
Ammunition. — Baysite, in tubes, in lots of three, 12-in., $18.90, 16-in., $1.75; No. 46, 6 in., $6 a pair. 
10c. each net; spark plugs, 6%c. each. — ai hs 
ans.—Pola Cub, stationary, 6-in., 
CLOCKS. in lots of on meee 22. $2.75 each net, —* ones iba sa! 
Electric.—H d line, RB: s- in lots of 12, $2.65; 8-in., less than 12, r 5S es.— Winchester, boys, 
wd aga Hammond tins, Ravens” | $3.20, ote of 12, $3.08; l0-iny tess | $1.40 8 pair-net; gins, $146. Union 
than six, $4.55, in lots of six, $4.35; line, No. 2, 70c.; No. 3, 75c.; No. 5, 


14.50; i ll, ’ 
: ae Say ee of r ED oscillating, 10-in., less than six, $7, 





$1.40; No. 6, $1.45; No. 10, i 10. Chi- 


$14.50; wall board, brown, $22.50; n ; A q 
Gothic model B, $29.50; square wall, lots of six, $6.65; No. B-70-16-in., less ist _, Mote ont pad i — 
$30; Cambridge, '$32.50; kitchen, white than four, $12, lots of four, $11.65. ben's aad Gah 0655. Savane 48 
or green, $9.75. Discount 40 per cent. HAMMOCKS Sane a aes” Secs 
Westclox Line.—Big Ben, $2.29 each . packing, x Ue ta, Mee Uae Pon 
net; luminous, $2.98; Ben De Luxe, Couch Styles.—Khaki colored drill, set, $1.70 per doz. pair net: 5% x 30 
plain, green, blue and old rose, $2.46: $8 each net; drill with adjustable in., $2.40. Patent leather, 5 x 20 in 
assortment of blue, green and old back, $12.50; khaki duck, adjustable black and russet, $2.38; % x 30 in., 
rose, $7.38, luminous, green, blue and back, box mattress, $13.50; striped $3 . r pe tei he : i 
nu _ Tose, ook pee’ —- poo duck, head rest, justable back, box a 
uminous, .98; Baby Ben De Luxe, mattress, $18; striped duck, head 
plain, green, blue and old rose, $2.46: rest, adjustable back, boxed mattress, STOVES (ELECTRIC). 
assortment of blue, green and old broad arm rest, $20; glider types, Dasco Mfg. Co. Line.—Two tone 
rose, $7.38; luminous, green, blue and striped duck, mattress, adjustable green, single burner, No. 100, $9.50 
old rose, $3.16; Sleepmeter, $1.40; lu- back and head rest, $30; striped drill, a doz. net, with switch, No. 101, 
minous, $2.10; America, plain, green, without head rest, suspended from $13.50: double burner, with switch, 





blue and red, $1.05; luminous, $1.58; steel underslung stand, $18. 


No. 102, $27. 
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Cunsent Business Brisk in N. Y. 
June Sales Should Exceed 1929 





AT A GLANCE 


Current business brisk—Re- 
tail stocks light — Jobbers 
making rush shipments—May 
business nearly equal to last 
year—June sales expected to 
pass 1929 mark—Collections 
slightly better—Credits easier 
despite increased local dealer 
failures—Practically no new 
stores being opened—Prices 
generally unchanged — May 
improvement helped morale. 











New York, June 10. 
URRENT business is brisk with 
.; New York wholesalers. The 
warmer weather brought about a 
demand from consumers. Retailers 
found their stocks so light, that demands 
on wholesalers for rush shipments were 
made. Jobbers still find their shipping 
facilities well taxed. Except for the 
one-day lull which followed the recent 
three-day holiday, the wholesale hard- 
ware and housefurnishings market in 
this district has been very busy since 
early last month. ; 

Records for sales, during May, show 
that the majority of local jobbers, nearly 
equalled their volume for the same 
month of 1929, As there was one less 
business day this year, many feel that 
they would have reached last year’s 
mark with the same number of working 
days. 

Sales for the year to June 1 average 
from 20 to 30 per cent behind business 
for the same period of last year. It is 
believed that the current month will be 
better than June 1929 and that active 
trade may be expected to extend well 
into July. This will of course help 
decrease the unfavorable margin be- 
tween 1929 and 1930 sales but it can 
hardly be expected that business this 
year will catch up sufficiently to equal 
1929. It must be remembered, of course, 
that many prices are lower this year 
and that even with the same bulk of 
goods, the dollar volume would show 
a decline. 


Dealers’ Stocks Light 


Dealers’ buying, even with present 
flurry of business, continues relatively 
light. Retail stocks are being curtailed, 
to what many local authorities consider 
a dangerous point. 

The trade locally expects a fairly 


good summer and hopes for an active 
fall season. Almost everyone freely 
predicts a good last quarter. 

Current collections show improve- 
ment with the result that credits are 
becoming a little more liberal in this 
territory. Real old accounts of any size 
are unusually few, although failures are 
more numerous than they have been for 
many years. It is estimated that there 
have been at least two retail hardware 
failures per week for the past four 
months, and that practically no new 


stores are being opened or even con- 
sidered. Among the failures few seri- 
ous credit losses are reported by indi- 
vidual suppliers. Aggregate losses, 
however, were fairly heavy in some 
cases. Many of the failures were ex- 
pected for some time and credits had 
been withdrawn. 


Little Price Competition 


There is little price competition re- 
ported on staple lines and no important 
price changes. It is rumored that in 
certain tool lines there may be some 
price competition. 

The improvement in May served as a 
genuine stimulant to the morale of the 
hardware trade in the Metropolitan 
area. 





New York Paint Materials Market 


Linseed Oil Advances and Is Strong—Other Prices Essentially Un- 
changed—Market Generally Reported Dull—Ready 
Mixed Paints Fairly Active 


New York, June 10 


With the exception of a slight in- 
crease in the price of Linseed oil, all 
paint materials are quoted at the 
same prices as published last week 
in this section. Prices on linseed 
oil will likely continue strong 
throughout the summer, as crushers 
are depending almost entirely on 
Argentine seed, which was _ short 
this year. It is expected that the do- 
mestic crop due in the early fall will 
be a bumper crop, which may effect 
fall prices. Orders for summer re- 


quirements have been relatively 
light. 

Pure Linseed Oil Per Lb. 
In lots of less than 5 bblis........ 15e. 
In lots of 5 bbls. or more.......... 14.6¢. 
Calcutta linseed oil in bbls........ 22ce. 


Turpentine has fluctuated be- 
tween 55 cents and 56 cents but the 


market for the past ten days in com- 
mon with all paint materials has 
been characterized as dull. The 
price movement went by quarter 
cents causing little or no interest 
among either large or small factors 
in the field. No sustained weakness, 
however, is anticipated. 

There has been some talk about 
price shading on shellacs, common 
rosin, wood spirits, glues to large in- 
dustrial buyers, but trading in these 
commodities has been rather lgiht 
without any stimulation from the 
rumors of price concessions. 

Ready mixed paints have been 
generally active in this section. 
Lacquers, quick drying enamels, 
etc., have been leading in most sec- 
tions with demand particularly in- 
teresting in summer colony dis- 
tricts. 





U. S. Commercial Failures 
Daily Average Increased 


Commercial failures for the week 
ended May 31 were lower than for the 
preceding week because only five days 
entered into the calculations, according 
to R. G. Dun & Co. and Bradstreet’s re- 
views. The average per day was, how- 
ever, slightly higher, with Bradstreet’s 
reporting a total of 420 failures, or 84 
per day, against 450 or 75 per day last 
week. R. G. Dun & Co.- reported 416 
defaults or 83 per day, compared with 
480 or 80 per day for the preceding week. 
Both Canadian failures 


reviews show 


lower than a week ago. Bradstreet’s re- 
ported 21, against 35, and Dun’s reported 


35, against 37. 


Car Loadings Increase 
To 931,472 in Week 


Loadings of revenue freight for the 
week ended on May 24 totaled 931,472 
cars, the car service division of the Amer- 
ican Railway Association announced June 
3. This was an increase of 1468 cars 
above the preceding week, but a reduc- 
tion of 130,616 cars below the same week 
in 1929. It also was a reduction of 89,- 
931 cars under the same week in 1928. 
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TWIN CITIES: 


MINNEAPOLIS, MINN., June 10.—Business in many lines seem 
to be rather quiet at the present time, according to reports from 
over the Northwest tributary to the Twin Cities. 
has been unusual in some communities, and normal trade conditions 


(Minneapolis office of HARDWARE AGE) 


have been delayed. However, it is felt that with crops all planted, 


and beginning to show a promise of a fairly good yield, business 
will show improvement, and will begin to build better sales totals. 

Tourist and vacation phases of business are increasing in im- 
portance with the passing of the spring weeks. Equipment and sup- 
plies in this line are moving very well, and will probably show an 
The Northwest is becoming more 
popular every year as a vacation land, and thousands are flocking 


increase over last year’s sales. 


here from all over the country. 


Road building is well under way, and construction projects in 


other lines are receiving attention. 
layed painting this spring, but sales are improving in paint supplies 


now. 


Collections are not quite up to normal, according to some reports. 
Prices on hardware items are holding firm, showing no further 


Cold and wet weather has de- 


changes from those reported last week. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 


RETAILERS, F.O.B. MINNEAPOLIS OR ST. PAUL: 


AXES. 


Single bit, base weight, unhandled 
axes, $15.00 to $16.50; double bit, 


$20.00 to $21.50; single bit, handled, 
$19.25; double bit, handled, $24.25 
doz., net. 

BOLTS. 


Carriage and machine bolts, 60-10 
per cent; stove bolts, 75-10 per cent, 
and lag screws, 60-10 per cent from 
standard lists. 


BRADS. 
Wire brads, in 25-lb,. box at 75 per 
cent from lists. 


BUILDING PAPER. 


Red rosin sized building paper, 

$2.52, and tarred felt, $3.00 cwt., net. 
CHAIN. 

_ Log chain, coppered, % x 14, $1.56 

/16 x 14; %.x 14, $2.89; self 
be ll % x 14, $1.40; 5/16 x 15, $1.88; 
% x 14, $2.54 each; proof coil chain, 
% in., $8.78; % in., $16.04; % in. 
$26.13; 5 in., $41.82 per 100 ft. 


BUILDERS’ HARDWARE. 

Steel butts, 3% x 3%, old copper 
or dull brass finish, less than case 
lots, 16%c. per pair; 4 x 4, old cop- 
per or dull brass finish, less than case 
lots, 22c. per pair. Heavy steel, bevel 
inside sets, $8.00 per doz, sets. Steel, 
bit-keyed front door sets, $1.20 per 
set; wrought brass, bit-keyed front 
door sets, $2.40 per set; wrought 
brass, cylinder front door sets, $4.75 
per set. All lock sets quoted in old 
copper finish. 


CORN AND POTATO PLANTERS. 

Acme corn planters No. 306, $11.00 

doz.; Acme potato planters, No. 304, 
$14.50 doz. net. 


EAVES TROUGH CONDUCTOR 


PIPE AND ELBOWS. 

Eaves trough, 28-ga., 3-in., slip 
joint, 5-in., in crates, $5.25; 6-in., 
$6.40; conductor pipe, 3-in., in crates, 
not nested, $5.10; 4-in., $7.15 per 100 
ft.: elbows, 3-in, $1.73; 4-in., $2.88 
doz. net. 


FILES. 
First quality files, 50 per cent, and 
— brands, 60-10 per cent from 
st. 





GALVANIZED WARE. 
Standard galvanized pails, 10-qt., 
$2.70; 12-qt., $2.85; 14-qt., $3.10; stock 
pails, 16-qt., $4.70; 18-qt., $5.50; 


standards tubs, No. 1, $7. 15: No. 2, 
$8.00; No. 3, $9.35; heavy, No. 1, 
$13.20; No. 2, $14.40; No. 3, $15. 66 


doz. net. 


GLASS AND PUTTY. 


Single and double strength A grade 
glass Minnesota prices, 83 per cent 
from lists; strictly pure putty, in 50- 
lb. steel drums, $5.35 cwt., net. 


GRASS SHEARS. 


“Doo-Klip” grass shears, $10.80 
doz.; “Doo-Klip” long handle grass 
shears, $18.00 doz. net. 


ICE CREAM FREEZERS. 
Acme 2-qt., galvanized, 75c.; 
$1.65; White Mountain, 4-qt., 
8-qt:. $6.75 each net. 


4-qt., 
$4.13; 


LAWN GOODS. 

Nelson’s Perfect Clinching hose 
couplings, $2.25 per doz.; Perfect 
Clinching hose menders, 90c. per doz. 

LAWN HOSE. 
Competition, %-in., .3-ply, 5%c.; 


Good Luck, %-in., 6-ply, 9c.; Bull 
Dog, %- in., 7-ply, 12%c.; Manhat- 
tan Whipcord Molded, 2 ‘in., in 500- 
ft. bales, black, 7c.; red, 7%c. ft. 
coupled in  50-ft. lengths, black, 
5-in., $7.30; red, $7.80 per 100 ft. 
net. 


LAWN MOWERS. 
eee Style A, 15-in., $18.00; 


17-in., $20.25; 19-in., $22.50; 21-in., 
$25.00 each, net. 
MILK CANS. 
Railroad, wide neck, 8-gal., $2.50; 
10-gal., $2.70 each, net. 


NAILS. 
Standard wire nails and cement 
coated wire nails, $2.75 per 100-Ib. 
keg base. 


POULTRY NETTING. 


Hexagon, 63% per cent from lists. 
PRUNERS. 
“Doo-Klip’”’ pruners, $10.80 doz., 
net. 


Reading matter continued on page 


The season 





Good Crops and Tourists 
Should Help Northwest 


REGISTERS. 


Cast iron or wrought steel regis- 
ters, 40-10 per cent from lists. 


ROPE. 


Best grade manila rope, 22c. Ib.; 
second grade, 18c. lb.; best grade 
sisal rope, 17%c. lb.; second grade, 
16%ce. Ib. 


ROLLER SKATES. 


Union line, extension, web heel and 
toe straps, plain steel rolls, 75c. per 
pair. 

Same for Boys, with self-contained 
ball bearing wheels, $1.45 pr. Same 
for girls, with self-contained ball 
bearing wheels, $1.45 pr. 

Chicago line, No. 181, $2.65; No. 
183, ..2.75; No. 185, $2.75; No. 101, 
$1.35; Nos. 193 and 105, $1.40. 


SANDPAPER. 


Best grade sandpaper, No. 1, 98c. 
per box of 75 sheets; second grade, 
No. 1, 74c. per box of 75 sheets; gar- 
net, No. 1, $15.68 per ream, net. 


SASH CORD AND WEIGHTS. 


Sash cord, best grade, 58c. lb. base; 
second grade, 3lc. lb.; third grade, 
25c. lb. base; net and cast iron sash 
weights, $1.95 cwt., net. 


SCREWS. 


Wood screws, flat head bright, 50 
per cent; flat head japanned, 35 per 
cent; roufid head blued, 40 per cent; 
flat head brass, 42% per cent; round 
head brass, 37% per cent from lists. 


SCREEN DOORS AND WINDOWS. 


Doors, common, 2-8 x 6-8, $1.65 
each; fancy, $2.60 each; screens, Con- 
tinental, extensions, 24-in., raat doz.; 
Wabash, extension, 24-in., $5.35 doz., 
net. 


SOLDER. 


Warranted half and half solder, 
24c. lb., and strictly half and half 
solder, 25c. lb., in 100-lb. boxes, net. 


STEEL SHEETS. 


Galvanized steel sheets, 
(base), $4.65; black steel 1 Ol . 
ga. (base), $3.90. Armco galvanized 
steel sheets, 24-ga. (base), $6.25 cwt., 
net. 


TIN. 


Furnace coke tin, ICL, 20 x 28, 
$14.30 box, and roofinng, 20 x 28, 8 Ib., 
coating, IC, $14.75 box, net. 


TIRES AND TUBES. 


Mansfield tires, 30 x 3%, Liberty 
cord, $4.17. Mansfield heavy duty 
oversize, Liberty, 32 x 4, $7.95. 

Mansfield heavy duty, 32 x 4, $10.50. 
Mansfield double service, 29 x 4.50, 
Mansfield double service, 32 
x 5.50, $21.74. 

Tubes, 30 x 3%, Mansfield, $1.13. 
Tubes, 29 x 4.40, Mansfield, $1.24. 
Tubes, 30 x 3%, Liberty, 90c. Tubes, 
29 x 4.40, Liberty, $1.13. Tubes, 32 x 
6.00, Liberty, $1.99. 


WHEELBARROWS. 


Hardwood stave trays, $34.20 doz.; 
selected hardwood stave trays, $40.80 
doz.; tubular steel trays, 4% ft. ca- 
pacity, $7.20 each; Copher garden, 
$3.75 each; American garden, $6.25 
each, net. 


WIRE. 


Galvanized barbed cattle wire, $2.77 
per 80-rod spool; special galvanized 
barbed hog wire, $2.96 per 30-rod 
spool; No. 9 (base), smooth, galvan- 
ized wire, %3.35 cwt., and No. 9, 
smooth, black wire, $2.90, 


WIRE CLOTH. 
Black painted, 12 x 12 mesh, $1.65; 
aluminum finish, 12 x 12 mesh, $1.85 
per 100 sq. ft., net. 
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THE ONLY SHOT THAT COUNTS !S THE SHOT THAT HITS 








THE hardware store used to 
be almost exclusively a man’s 


store. Today, however, no pro- 
gressive hardware merchant 
caters to men only. The pur- 


chasing power of the women and 
children is too important to be 
overlooked. It is worth a lot to 
the dealer who can get them 
frequently into the store. 


Remington supplies products for 
every member of the family and 
advertises them nationally. They 
are in constant demand and 
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Young customers are 
long-time customers 


are easy to sell. One of these products 
for juniors that should not be over- 
looked is the Remington Air Rifle. It’s 
a fine thing with which to start young 
customers. They'll be coming back 
regularly for Remington Air Rifle Shot. 
Next they’ll buy Remington .22 caliber 
rifles and that means steady sales of 
Kleanbore Cartridges and many other 
things. It’s worth a lot more to you to 
sell a Remington Air Rifle than the 
profit on the individual sale. 


Boys like the Remington Air Rifle best 
because it looks like a regular Reming- 
ton .22 caliber repeater. It has the 
same slide action'and holds fifty shots. 
Now that vacation time is approaching 
you can profitably make a drive on 
these rifles for the younger generation 
of customers. Your jobber will supply 


RA ann 22e 


President 


REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Telephone, Digby 0766 


Manufacturers of Arms, Ammunition, Cutlery, and Cash Registers 
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Arc Lamp and Exerciser 


The Fitzgerald Mfg. Co., Torrington, 
Conn., is offering two new electrical ap- 
pliances specially adapted for home use. 

The Star-Rite Carbon Arc Health Lamp 
is made to meet the demand for both home 
and professional use. It has been designed 
to give simultaneously, both ultra-violet 





and infra-red rays, and is easily operated. 
This lamp is finished in blue and has a 
polished aluminum reflector. It weighs 12 
Ib. and is adjustable to any height between 
39 in. and 59 in. The equipment furnished 
with each lamp includes a pair of goggles 
and 10 extra sets of carbons. 




















Star-Rite Electric Exerciser is a light- 
weight model that can be placed upon any 
table while in use, and can be regulated to 
give either a gentle or a strong massage. 
It is encased in a metal and wood box, 
is finished in walnut and has a rubber sur- 
faced bottom. The exerciser measures 8% 
in. by 834 in. by 6% in. This model is 
operated by a Universal type (AC or DC) 
motor developing 1/6 h.p. and is controlled 
by a toggle switch on front of the casing. 
The equipment includes a massage belt, 10 
feet of cord, a 2-piece plug and anchorage 
strap. 





Universal Room Heater 


Landers, Frary & Clark, New Britain 
Conn., offer the trade a new electric room 
heater. Universal Heater No. E-9990 is 
for use in home, offices, clubs, dormitories 
and other similar rooms, designed to be 
permanently set in any wall 4 in. or more 
in thickness. It heats by convection as 
well as radiation and heating units are 
held in place by a porous fireite brick 
base which absorbs the heat and releases 
it to the passing air stream. The maker 





says that the operating cost of, this heater 


is very reasonable and a real economy on 
damp, chilly days, not cold enough for a 
furnace fire. 

It is furnished in white porcelain enamel 
finish and measures 15% by 18% in. Three 








heats are controlled by reversible snap 
switch. Wattage is 2000, 1000 and 500 
watts. Coiled nichrome wire unit is in- 


corporated in this heater. It weighs 28 
lb. and is packed in corrugated box. No. 
E9991 is the same as the other model but 
is meant for wattages of 1350, 600 and 300 
watts. Deflector at top directs heated air 
away from wall. Wire guard is easily 
removed for dusting and the white por- 
celain enamel finish keeps clean with little 
care. Special wiring is required. 





Sandwich Grill 


The Domestic Appliance Department of 
the Westinghouse Electric & Manufactur- 
ing Co., East Pittsburgh, Pa. has an- 
nounced a new addition to its line of elec- 
tric table appliances. The new appliance 
has been designated as the Westinghouse 
Sandwich Grill and is designed for a wide 
variety of uses. 

Resembling a waffle iron in shape, it is 
attractively finished in nickel and comes 
complete with a 6-ft. silk-covered cord. 
The grill toasts sandwiches quickly, ad- 
justing itself to any thickness. In addi- 
tion, it may be used for frying eggs, or 
broiling or grilling steaks and bacon. By 
a very simple adjustment of the hinge, it 
becomes a double griddle for frying pan- 
cakes. 











Portable Table Ranges 

Several new models of Universal elec- 
tric portable table ranges are offered by 
Landers, Frary & Clark, New Britain, 
Conn. They are well-built and are de- 
signed for all kinds of surface cooking, 
boiling, stewing, steaming, frying, etc., in 
laboratory, shop and_ restricted 
quarters. 

Standard Universal 
plate units provide quick, intense, eco- 
nomical heat at the turn of the switch. 
Ranges are equipped with bodies of heavy 


home, 


range open coil 





gage sheet steel mounted on sturdy, highly 
polished nickel plated steel legs, which 
easily withstand the most severe use. They 
are finished in gloss black baked enamel 
and are equipped with 6 ft. of permanently 
attached cord. 

Model E9950 is .a two-unit three-heat 
table range. ~ Each unit is controlled by a 
three-heat reversible switch. Wattage of. 
each is 660, 330 and 165 watts. Diameter 
of each unit is 634 in. and the size of the 
cooking top is 8% by 18% in. Height 
over all is 5 7/16. Weight packed in 
carton is 11%4 lb. Model E9951 is a two 
unit heat table range in which both units 
are connected in one patented circuit under 
the control of one reversible switch. Left 
unit operating separately has a wattage of 
1200 with both units operating together 
there are 600 watts in each. Right unit 
operating alone has a wattage of 600 watts. 
Size of cooking top is 8% by 18% in. 
Height over all is 5 7/16 in. Weight and 
unit diameter of this model is the same 
as the dimensions.of the other range. 


‘Wire Refrigerator Basket 

Union Steel Products Co., Albion, Mich., 
offers the trade a basket for keeping fresh 
vegetables, fruit, eggs, etc., in the refriger- 
ator. It is shallow enough to be prac- 
tical yet large enough to hold a quantity 
of food articles. 

The construction of the basket allows 


the entire contents to be exposed immedi- 
ately to the chilled air in a refrigerator. 
Electrically welded steel wire has bright 
retinned finish, making the basket easy to 
keep clean. Its light weight is a feature 
of interest to the housewife. 
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DISPLAY GETS ATTENTION 


Attention and interest must precede every sale. The 
Crescent WC3 Display Case automatically provides these 


vital prerequisites. 


This handsome case of quartered oak, with élear glass 
door effectively displays 57 popular tools. Each tool is 
tagged with its number, size and retail price. 


WC3 contains a somewhat different assortment of tools 
than WC1— including the newer Crescent and Smith @ 
Hemenway pliers. Tools are fastened with wing nuts— 
easily removed for demonstration or sale. Retail value of 
tools is $66.60. No extra charge for case—furnished at 
regular price of tools. Order from your jobber. 


CRESCENT TOOL COMPANY 
Jamestown, N. Y. 

















and Smith & 
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that both the 
dealers and 
mechanics 





Mig a 





and 
Machine 
Knurls 


American Swiss File & Tool Co. 
400 Trumbull St. 


Owes 


Elizabeth. N. J. 





Mechanics’ Hand Tools 
Files of Precision 
and Knurls 








“Only the Best Are Good Enough” 





True Temper Fishing Rod 
Display 

The American Fork & Hoe Co., Cleve- | 

land, Ohio, has issued this attractive rod | 

holder and silent salesman to dealers 

stocking True Temper Fishing Rods. Six 








rods may be firmly locked in place in this 
display, which is valuable for window or 
interior display. Display, which is avail- 
able with minimum order, shows a speci- 
men of the large fish caught with this type 
of rod. 


O-HI-O Top and Bang-Ball 


The Gibbs Mfg. Co., Canton, Ohio, is 
marketing a metal come-back top, which 
operates smoothly and runs lightly. It is 
hand decorated in three bright enamel col- 
ors and is said to be a real departure from 
the original Yo-Yo tops. 








A new ball game, known as the No. 150 
Bang-Ball, is also offered~ by the same 
company. Light celluloid balls permit the 
playing of this game indoors as well as 


NO.ISO BANG-BALL 





out, and it is made to stand hard use. 
There are two sturdy ten-inch guns, en- 





ameled in contrasting colors, and two 


brightly colored balls. Game is packed in 
an attractive five-color box, with instruc- 
tions for playing. 

Single Bang Ball toy may also be ob- 
tained with the same type ball, as in the 
double outfit. Set consists of one ten-inch 
gun and one ball, packed attractively. 





Autoloading Shotgun 


Remington Arms Co., 
Inc., New York City, has 
recently offered the trade 
a 20-gage autoloading 
type shotgun, for delivery 
in June or the early part 
of July. This gun is par- 
ticularly adapted to use 
for skeet shooting and 
hunting for upland game. 

Although the autoload- 
ing shotgun has_ been 
produced in 12 gage sizes 
for many years, the in- 
clusion of a 20-gage shot- 
gun of this type is an in- 
novation. This gun is a 
light-weight model and is 

















very well balanced. It 
weighs 634 Ib. and is 
chambered for 234-in. 


shells, permitting the use 
of the heaviest standard 
factory loads obtainable 
in this gage or loads as 
powerful as those ordi- 
narily used in the 16-gage 


gun. At present this 
model is available in 26 
and 28-in. barrel, but 


in another year it is hoped that the line 
will also include a 30 and a 32-in. barrel. 
The 28 in. type is the standard size. 

The stock and fore end of this new 
gun is of finest dark American walnut 
and is elaborately checkered. It is so 
made that five quick shots may be made 
without reloading because four shells 
may be kept in the magazine and one in 
the chamber. The gun is available with 
full, modified or cylinder bore. 





National Carbon 2 Volt Tube 


At the Fourth Radio Manufacturers 
Association show in Atlantic City, June 2, 
several manufacturers exhibited a two- 
volt radio set, operated on dry cell bat- 
teries, in place of the usual storage bat- 
tery operation. These sets were offered 
after two years of research work engi- 
neered by the National Carbon Co. For 
use with this new set the National Car- 
bon Co. offers a new two-volt tube of spe- 
cial design. The set is said to compare 
favorably with the modern A.C. set for 
sensibility, selectivity and general operat- 
ing characteristics. 

This new type set is offered to appeal 
to the farmer, who cannot avail himself 
of an electric power set. It is said that 
eight batteries of the six-inch dry type will 
operate the new set for three hours a day 
for a period of approximately three months. 
Batteries are to be hooked up in series 
parallel. 

National Carbon Co. does not manufac- 
ture sets of this or any other type. 

















HARDWARE AGE for JUNE 12, 1930 


67 





Department Store Sales Fall 
Behind Retail Trade 


During the last five years department 
store sales have not kept pace with the 
growth of retail trade as a whole, accord- 
ing to a recent review by Dominick & 
Dominick. In this period the percentage 
of net profit to net sales of major depart- 
ment stores has dropped from 3.6 per cent 
to 1.5 per cent, while operating expenses 
increased roughly from 28 to 31 per cent. 

Several factors, such as increased taxa- 
tion, rising costs attendant upon luxurious 
services, etc., are responsible for these 
changes but unquestionably the chief in- 
fluence has been chain store competition, 
says the review. Eight year ago chain sys- 
tems accounted for 4 per cent of the coun- 
try’s retail trade. Today about 10,000 
chains transact 16 per cent of the coun- 
try’s total retail business. In 1927 there 
were 189 department store chains. By 1928 
department store chains totaled 501 and 
included more than 5,500 units. The ma- 
jority of these chains were established by 
the consolidation of existing stores, each 
store preserving its individual identity. 
During the past three years mergers of 
department stores have outnumbered those 
in any other field of retail distribution. 





Evansville Tool Displays 


Evansville Tool Works, Inc., Evansville, 
Ind., offers the trade two new display 
boards, showing auto body and_ fender 
repairing tools. These tools are drop- 
forged steel, and each one is given indi- 
vidual temper and physical tests before be- 
ing sent out to the trade. Handles are 
produced from second growth white hic- 
kory and are lacquer finished. 

One board shows a file holder, several 

















varieties of spoons and various models of 
chisels, numbering 14 pieces. The other 
board of 16 pieces includes metal snips, 
wooden mallet, for use as a ding ham- 
mer, six types of hammers and _ several 
types of dollies. Dolly blocks will not 
mush, indent or crack, and all corners and 
edges on them are relieved, says the 
maker. 


| EVANSVILLEAY?2 TOOLS 














Pokerette Game 


Eyles Mfg. Co., Chicago, Ill., has an- 
nounced the new game, Pokerette, which 
is distributed by the Chicago Toy House, 
221 W. Madison St., Chicago, III. 

This game is an adaptation of Poker, 
with a regular 52-card deck, in colors, 
mounted on 5 rotating dials, which when 





spun give every possible combination for a 
poker hand. It has the fascination of 
roulette wheel and a hand of poker all in 
one. With this board a number of games 
may be played. 

The board is finished in green lacquer, 
and the spinning device is nickel-plated. 
This game rests on rubber feet to protect 
furniture. A de luxe gift model is made 
with a solid walnut base, brown felt bot- 
tom and green felt top. 















Size Shown 
on Each Box 


Bakatax save your time by show- 
ing the tack size on the end of 
each individual box. There it is 
for the consumer to see without 
tearing open half a dozen boxes 
to find what he wants. And the 
modernly designed Bakatax dis- 


































play box looks well on a promi- 
nent counter or table where it 
will remind consumers that they 
need tacks. Bakatax are rust re- 
sisting, sanitary and attractively 
blued. Just send a card giving 
your name and your jobber’s 
and you will receive samples 
of Bakatax. Geo. Baker & Sons, 
Inc., Brockton, Mass. 

A VUUTTAETA ATU AEP LE 
Send fora FREE SAMPLE 












































PLEASE 


send copy and cuts 
for your advertise- 


ment to appear in the 
Retail Convention 
Number of Hardware 
Age published July 3 
so that we will receive 
the complete material 
on or before the clos- 
ing date of final ad- 
vertising forms 


JUNE 
24 
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to earn 


a living know from 
experienee that 
there isn’t a finer. 
better-balaneced 
hammer made than 
a Maydole, or one 
that gives them as 
mueh value for their 
money. 


You'll sell more hammers if you display 
and recommend Maydoles. Your jobber 


can supply you with standard assort- | 


ments or the styles and weights 
you need. 

Write for a free supply of Pocket 

Handbooks 23 “C”’. 





Waydole 
Hammers 


The David Maydole Hammer Co.. Norwich NY 











| 





The Parking Problem 


Traffic experts are making a sur- 
vey of the business section of Wash- 
ington, D. C., in an effort to relieve 
traffic congestion. Complete elimi- 
nation of parking has been sug- 
gested as a remedy. 

Upon complaint of business 
men who claimed parked automo- 
biles were hurting trade, the city 
marshal of Holyoke, Mass‘, re- 
cently ordered a police drive on 
illegal parkers. 

The success of the parking ban in 
downtown Chicago has caused mer- 
chants in the suburbs to ask for 
similar ordinances. 

The traffic committee of the 
Midaletown, Conn., Chamber of 
Commerce recently went on rec- 
ord as favoring restriction of 
parking as a stimulus to business 
and a relief from congestion. 

Fall River, Mass., has restricted 
parking in the business section. 

Abolition of parking on certain 
streets in Cincinnati’s congested 
business area was advocated by 
Fourth Street merchants, who 
claimed that parked autos hurt 
business. 





Advertising That Makes Friends 

A Southern merchant who is al- 
ways on the alert for business uses 
a plan that has made many friends 
for his store. It is so simple that 
any merchant can use it, and it is 
certain get results. 

Whenever a picture or story about 


some achievement of a local man ap- 
pears in the newspaper, this mer- 
chant clips it and sends it to the 
man with a brief little note of con- 
gratulation on his accomplishment. 

There is never any mention of 
business in these letters, and for 
this reason they ring true and are 
deeply appreciated by those who re- 
ceive them. 





Profits Come from Sales 


The success of the chain store to- 
day is not in the buying, but in the 
selling ; and they are spending mil- 
lions to find out how to run their 
stores, while we are spending pen- 
nies. The chain stores of today are 
the stores that we should use as an 
example; they are as near self-ser- 
vice as it is possible to be, and they 
have taught Mr. and Mrs. Consum- 
er that they may enter one of these 
well-arranged, well-lighted and at- 
tractive stores, wander around from 
table to table, see a clean, neat dis- 
play of merchandise, pick it up, ex- 
amine it and know the selling price 
without asking anyone. We have the 
opportunity of visiting these stores, 
of studying their layout and their 
display methods and adopting them 
as nearly as they will fit into our 
own lines; the opportunity of light- 
ing up our stores, of clean displays 
of intelligent and courteous sales- 
manship is always with us. 

Cuarces L. Starks, 
D, L. Starks Co., 
Far Rockaway, N. Y. 
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Vacation Days Are Here Again 


(Continued from page 33) 


community and have no trouble in selling 25 outboard 
motors each year. Well directed merchandising efforts 
make the records possible in both instances. 

The Alexandria Hardware & Lumber Co., considers 
that actually running the motors in a tank or barrel 
of water in the store is the most effective method of 
display. This firm also rents motors and finds that the 
desire to own an outboard results from this practice in 
many instances. In addition, the rental fees pay fine 
returns. The rental per day depends upon the length 
of time contracted for by the renter. Thus, the fees are 
as follows: Single day, $2; 1 week, $10; 2 weeks, $17; 
3 weeks, $21 and one month, $25. A first class repair 
department is maintained for the convenience of out- 
board owners and a complete line of spare parts are 
carried. As many outboard users in the vicinity spend 
only their vacation in the territory, storage facilities are 
provided by the firm as an added feature. From fifty to 
sixty outboard motors are stored by the store each year. 
A charge of $5 is made for this service, which includes 
a thorough oiling and cleaning. The actual work is 
done during the dull winter season and the charge pro- 
vides ample wages for cleaning and overhauling, which 
alone is responsible for $3 of the total storing charge. 
Outboard terms are either cash or note with interest. 
As Alexandria has a boat factory the firm does not at- 
tempt to sell boats, although it does maintain a com- 
plete sporting goods department. 


Features Smaller Motors 


The Chestnut-Salter Hardware Co., in relating its 
experiences in selling the line said: “We have been 
handling outboard motors for several years and have 
had quite a nice business on them. We have been cen- 
tering our efforts, of course, on the sale of smaller 
motors as most of them are used for fishing purposes. 
However, we have sold some of the larger models. We 
have only had a lake in our community for a short while 
but we find that we are having a nice increase in this 
business each year.” When sold on installments, this 
firm’s policy is to require 25 per cent down in cash and 
the balance in six monthly payments. 

Another aggressive merchandiser of outboard motors 
is the American Hardware Stores, Bridgeport, Conn. 
The facts as set forth by a member of the firm are as 
follows: “Our average investment in this line, taking 
boats and motors into consideration, is approximately 
$3,500. We sell on an average of 75 motors per year, 
this increasing gradually each year. We are fortunate 
in being located near two good sized lakes and the 
Housatonic River. We are also located on Long 
Island Sound. We have no set method of arousing in- 
terest of outboard prospects, only through the fact that 
we have been pioneers in this line, and are looked upon 
as headquarters for same. (Continued on next page) 
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No. 1740 
The New GRIFFIN 


PERFECTION 


§$<reeN Door Ser 


Improved design, superior quality 







and efficiency at an appealing 
price. Ask for our new folder 
which illustrates and describes 
this latest GRIFFIN product. 


RIFFIN 


anufacturing Company 


ERIE, PENNSYLVANIA 








Branch Offices— 
NEW YORK: 45 Warren St. BOSTON: 76 Batterymareh. 
CHICAGO: 555 W. Randolph St. SAN FRANCISCO: 703 Market St. 
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Clear cut 
sharp .. - 





Atlas Tacks and small nails—inexpen- 
sive in price — but priceless at a time 
of necessity. 


You should keep fully stocked with 
Atlas Tacks and small nails... they 
are a necessary item in the homes of 
your customers. The service which 
Atlas Tacks and small nails give, adds 
lasting patrons to your trade and per- 
manent friends for you. 


ATLAS TACK 


CORPORATION 
7, Fairhaven, Mass. . . St. Louis, Mo. 

















Millions Have 
Been Sold 


Two styles, Flat and 
Round Gear Shift Balls, 
no two alike, assorted 
colors of Red, Blue and 
Green 
Onx-glas. 
Regular Size fits various 
cars with use of adapter. 
Ford Special and Chev- 
rolet Special do not re- 
quire adapters. 


These Prices to Rated Accounts Only 


All Three Sizes: One-half gross lots $10.85 
per half gross; gross lots $19.85 per gross. 
HouzeX Brass Adapters for Regular Size 3 
cents each any quantity. We furnish Adapter 
Chart free. 

Retail Prices: Balls 25 cents each. Adapters 
5 cents each. 


Factory to Dealer at Almost 100 percent 
profit to the Dealer 


L. J. Houze Convex Glass Company 
Main Office: Point Marion, Pa. 
New York and Chicago 




















“The most effective method of display that we find, 
are window displays. We also maintain a boat depart- 
ment, set aside especially for interior display purposes. 
In May we run a Boat Show, sending invitations to 
approximately one thousand people, names principally 
taken from yacht clubs. The most active selling months 
are from the last week in May, up to the fourth of July, 
after that, sales taper off materially. Our policy regard- 
ing terms of payment on boats and motors is a finance 
proposition, handled through one of our local banks, 
but payments are made to us. 

Somewhat handicapped by the fact that the lakes and 
rivers in their vicinity are small, the Kabelin Hardware 
Co., La Porte Ind., has nevertheless averaged selling 
from ten to twelve motors each year. With reference 
to merchandising the line, a member of the firm said: 
“We find that the outboard business brings us business 
in other lines, as the man who has a motor is very apt 
to come in and talk motors to us and often buys other 
merchandise. We have been able to sell six or seven 
boats a year, in the better boats, running in price from 


$150 to $350. 
Outboard Races Help Sales 


“We find that outboard motor races arouse consid- 


| erable interest and we sponsor such events. We have 


various classes for the different races and, of course, 
advertise the race in the newspaper, usually holding 
the races on a holiday or Sunday. We get in touch with 
outboard owners, regardless of what manufacture. We 
offer prizes. They need not be expensive, usually a 
loving cup will be the main prize. Good sized crowds 
always attend and you always get some prospects to 
work on after the races have been held.” 

Formal invitations were issued by the Hopkins-Carter 
Hardware Co., Miami, Fla., to a list of outboard motor 
and boat prospects. The invitations carried with them 
a definite promise of a boat ride and made the offer 
more. personal than a verbal invitation. They were 
worded as follows: “Hopkins-Carter Hardware Com- 
pany requests the pleasure of Mr. John Doe and friends 
on a ’round-the-bay demonstration ride in the new John- 
son powered runabouts. Pier 4, City Yacht Basin. 


| April 1st to April 5th, 9 to 5 daily.” 


Store space is only an opportunity to sell goods. 





It is not the high cost of doing business that hurts; 


| it’s the high cost of not doing business. 





One of the greatest wastes in business is the failure 
to cooperate with the sources of supply. 


If you have lost business on a dollar and cents basis, 
you must get it back the same way. 
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Texas Roads Also Run Both Ways 


(Continued from page 35) 


of from two weeks to an entire summer. The success 
of this camp has encouraged a second camp and many 
private homes also do a flourishing “tourists accommo- 
dated” trade. 


the amusement park and camps has been a great busi- 
ness builder. The resort features have been advertised 
in the papers of all nearby Texas cities. The people 
of New Braunfels have become equally as proud of 
their town’s beauty and drawing power. The retail 
stores now average high for arrangement, assortment 
of merchandise, service and values. Seeing the many 
people from the larger cities do their holiday or vacation 
shopping in town, the residents are more readily con- 
vinced that local stores are good places to trade. Realty 
values have gone up. Most people own their own homes, 
and all are well painted. The population, largely of 
German extraction, has that native thoroughness of the 
race. They have good productive gardens. Streets 
about town are kept in good condition. Even the visi- 
tors from Austin and San Antonio boast of New 
Braunfels. It is certainly the kind of a town a person 
would like to live and work in. 

Hardware men can take pride in knowing that Adolph 
Henne, president of Louis Henne Co., was one of the 
prime movers in putting New Braunfels on the map. 
At the present time he is president of the Chamber of 
Commerce, chief of the fire department, active in local 
banking, educational, civic and social work. The Henne 
business, established in 1857, is a well-organized and 
carefully departmentized hardware store. It has shared 
well in the development of the town’s natural resort 
facilities. 

In the building of the camps, the park, etc., the Henne 
store furnished much materials, tools, hardware, etc. 
The sporting goods department probably has benefited 
more continously than any other part of the business. 

At the pool, Henne Co. advertised bathing suits. At 
the brooks fishing tackle is featured. The boys in charge 
of the sporting goods department have helped organize 
tennis tournaments, baseball leagues and can easily tell 
the visitor where to fish, hunt or play any outdoor sport. 
They helped bring about a golf links. 


during 1929. All the boys are active in the sports. They 
act as officials at meets, and all kinds of contests they 
help stage for clubs, schools, churches or factory groups. 
The Henne store is a real “Sportsmen’s Headquarters.” 

Regular calls are made at the two camps and the park. 
Business cards are given all visitors, who are told briefly 
of Henne’s complete stock and good values. The 
campers buy cooking equipment, small stoves, house- 
wares, sporting goods and tools. Often they come fairly 
well equipped, but that doesn’t discourage the Henne 
salesmen, because they know from experience that even 





rotection 


To the local merchants in all lines the development of | 





More than 500 | 
hunting and fishing licenses were issued at the store | 









» FOR YOUR 















In the illustration at 
C the left you see in detail 
the construction of a 


D TURNER pump. 








This particular design is the result of over a half century 
manufacturing experience. It is the reason why TURNER torches 
are safe to operate. Examine each detail and learn how this con- 
struction is your protection. 


(a) Ground Seat 

(b) Cork Check 

(c) Center Bearing Cork Check Spring 
(d) Plug Cut from Brass Rod 

(e) Pump Plunger 


Here is the way the TURNER pump operates: The pump 
plunger forces the air through at (a), the cork check is shut by 
spring (c), both the spring and the air pressure in the tank then 
act to tightly seal it. 


TURNER pumps will hold 2 
ounces or 50 pounds of pressure. 
They do not leak and are absolutely 
safe to use in all working conditions. 


Inside and out the design of 
TURNER torches is superior. At 
the right is shown the No. 35. This 
TURNER No. 35 is generated ‘in 
one-fifth of the time required to 
generate an ordi- 
nary blow torch. 
List rice is 
$14.30, subject to 
discount, while 
the list price of ; 
the — 30 is TURNER 
$7.95, subject to GASOLINE 
discount. NQ.35 





Both of these TURNER numbers, like all 
in the TURNER line, embody the pump fea- 
tures described above. The care and skill 
used in making TURNER products is for 
Send coupon for your catalog of the com- 


THE TURNER BRASS WORKS, 

801 Park Ave., Sycamore, Ill. 

Western Branch—1284 Sunset Blvd., 

Los Angeles, Cal. 

Please send me complete information and 
prices. 





No. 30 Turner 
Blotoreh 


your protection. 


plete TURNER line. 





MNES occ we. <5 0s di dc ciara, wreates ut gia! Sid ue ong tal eceveedece 
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the veteran camper or tourist will forget something that 
can be sold at a profit. 

The success of New Braunfels as a business town 
attracted Montgomery Ward & Co. to open a store. The 
merchants of the town welcomed this extra competition 
and considered the mail order branch store a compliment 
to their town and its business possibilities. Most of the 
retailers have found the newcomer has helped widen 
their trading area and brought new people to town. 

The merchants of New Braunfels are not worried to- 
day. They are simply busy keeping up with the trend 
of the times and are mighty glad they have good and 
quick transit facilities to their neighboring cities. Per- 


haps your town has some business building opportunities 
unappreciated by you and your fellow merchants. The 
activity of this little Texas town could be duplicated in 
hundreds of places of similar size with like problems. 
It is all a matter of thinking and then acting. 

Louis Henne Co. operates one of the busiest small 
town stores in the South. Its officers are Adolph Henne, 
president and general manager; Theo. Tolle, vice-presi- 
dent and S. H. Frieze, secretary and treasurer. These 
men and H. G. Henne form the board of directors. 
Homer Frieze, son of the secretary, is office manager 
and a lively store manager. He is also the nephew of 
both the other officers. 





Saved From the Waste Basket 


(Continued from page 51) 


adopted this plan all other jobbers would fall in line. 
This would bring about conditions even worse than they 
are today. 

“T recall that a similar plan to this had a tryout in New 
York City. An association of retailers through stock 
ownership bought out a small jobber. They ran this 
business for a year or two. They were to save money 
on their purchases by receiving dividends, but none were 
ever received. The firm finally went into bankruptcy. 
Was not the Winchester plan also somewhat similar to 
this M. M. P. plan?” 

To this letter I replied as follows: 

“I am glad you have taken up with me the points on 
which we differ. I happened to write as I did because 
one day coming down on the train from Larchmont I 
met Mr. Roberts, vice-president of the National City 
Bank, and a farmer in Iowa. He inherited or bought a 
farm there many years ago when he was a young man. 
He was discussing farm conditions. He stated that 
every year in the many years he had owned this farm 
in Iowa he had made money farming. Some years, of 
course, more than others. He also stated that his farm 
had increased very much in value throughout the years. 
He added that many farmers started with cheap land 
and then kept on buying land regardless of its value. 
Frequently they went into debt and mortgaged their 
farms to buy this high priced land. 

Mr. Roberts said that figuring on the investment 
money could be made on low priced farm land when a 
return could not be made on an investment in very 
high priced farm land. He said that the increase in the 
price of farm land was one of the causes of the troubles 
of the farmers and also incidentally the cause of many 
of the bank failures in small towns. 

“Now, the idea I wished to convey, but possibly I did 
not do it very clearly, is that when a business is small 
and the capital is small, and when money is borrowed 
frequently, very satisfactory profits can be made on the 
capitalization, but as this business grows larger and the 
capital increases, and, in fact, there is a surplus of capital 


in the business, then it is found impossible to make a 
satisfactory showing on this large amount of capital. I 
know of any number of businesses today in the United 
States that have too much money invested in them. The 
trouble is in many cases they cannot get this money out. 
It is tied up in land, buildings, machinery and equipment. 
This condition, of course, was very much accelerated as 
a result of the war. Many concerns that could make a 
fair showing on a moderate investment make a very 
poor showing with a large investment, and in many 
cases that I happen to know of this large investment is 
unnecessary and in some cases a real handicap. 

“In a speech I made recently in Chicago I made the 
statement that when an Englishman succeeded he usually 
took a vacation. When a Frenchman succeeded he in- 
vested his surplus funds in securities, and prepared to 
retire when he was sixty. When a German succeeded he 
tried to figure out how he could cheapen his product 
and thus make a greater profit, and in many cases in 
doing this he reduced quality. When an American 
succeeds, he doubles the size of the plant, borrows money 
from the bank and proceeds to get into trouble. The 
great American failing is in being in too much of a 
hurry to be big, and biting off more than they can 
chew.” 

In réply to my letter this wholesaler writes: 

“Your letter received and I wish to thank you for 
explaining the two illustrations given in your article 
that I referred to in my previous letter. 

“There is no room for argument about the damage 
done by the increase in the price of farm land during 
the war. Prices of the product of the land were very 
high and the farmer thought himself justified in increas- 
ing his acreage even at the extreme high prices. Such 
farmers who bought this additional land without suff- 
cient capital, and borrowed on mortgage all that was 
possible for them to borrow, were not farming but were 
speculating, and were caught just the same as the 
Florida land owners were when the bubble burst there. 

“Unfortunately, the bankers encouraged such specula- 
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tion on the part of the farmers by lending them on 
mortgage amounts based on the tremendous increase in 
cost, instead of realizing that farm land could not be 
tilled at a profit on any such high priced land when the 
war was over, and the prices realized for crops were sure 
to be lower. The only gamble about this at the time 
was when the war would end. The result is that many 
banks now own farms that they cannot dispose of for 
anywhere near enough to repay them the mortgage on 
which they foreclosed. 

“You must not lose sight of the fact that notwithstand- 
ing these facts farmers are now and always have been 
tilling ground that is worth its marketable value. In 
other words, what it will bring per acre if placed on the 
market, and not what the farmer thinks he can secure 
for it. The difference in the price paid and the present 
value, if lower, should be written off to profit and loss, 
just as any business man writes off a loss or deprecia- 
tion in inventory. We all know that thousands of firms 
took several losses of this kind in the year 1921, or the 
year after the Armistice was signed. 

“Your reference to a business being overcapitalized 
explains the illustration in your article about a firm ex- 
pecting a return on its present capital instead of its 
original capital. I feel quite sure that your article I 
referred to did not make it clear that you referred to 
overcapitalized but only mentioned capital, and I 
think most of your readers would infer that you meant 


working capital and not capital that was idle. 

“You state in your letter that you know of any number 
of concerns today that have too much money invested 
in them, and that in many cases there is no way of get- 
ting this money out. Of course, such cases are hope- 
In regard to the majority where no buildings, etc., 
come across 


less. 
enter into the case, I must state that I have 
very few such concerns in my twenty-five years expe- 
rience in examining financial statements. A very large 
majority of statements I have examined clearly show 
insufficient capital. Most of the 
using their own capital but had also borrowed to their 
limit from their bankers. I recall that Bradstreet’s pub- 
lishes the opinion that about 75 per cent of the failures 
insufficient capital. This 
I am quoting from memory, 


firms not only were 


in business are caused by 
figure may be a little high, as 
but I know it was more than 50 per cent. 

A large number of the retail hardware 
throughout the country, probably to a larger extent right 
here in New York City, not only use all their capital but 
These retailers 


dealers 


borrow from the bank when they can. 
also use the jobbers’ capital by taking three, four, five 
and six months to pay bills that are due in either thirty 
day or sixty days. This necessitates the jobbers bor- 
rowing more money than they would be compelled to if 
the retailers paid their bills when they were due. There- 
fore the jobber is borrowing money for the retailers’ 
needs.” 
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Highest Quality 
at a Price ($2.75) 
That Means Easy Sales 


Just imagine an Electric Soldering 
Iron with ALL these features: Heat- 
ing element wound with Grade A 








Nickel Chrome resistance wire; in- A 
sulation, best mica obtainable; lead ‘ “4 
wires fully insulated and element per- 85 
fectly secured. The want 
Tool 

Retails 

For 

$2.75 


U. Py Off.) “JUNIOR . 


;' , Electric Soldering Iron combines 
ESICO all these features. Also, the cop- 
vecrac ouirememee | per tips are forged and replace- 
able; the case is one-piece blued 
steel—no loosening of parts; the 
handle is rich, dark mahogany 
with anti-heat feature. 


Now consider that you can profit- 
ably sell this iron for only $2.75. 
Packed six in individual boxes, or 
; 3 in boxes and 3 on display card. 
| If your jobber cannot supply you 
—write us. 
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Electric Soldering Iron Co., Inc. 
135-143 W. 17th St. New York, N. Y. 


Mfrs. Exclusively of High-Grade Soldering Irons 




















Spade Sale pein? site 
Superior Brand 
Hardware Cloth 
is true to hard- 
stig jagsaepyenieTt ware cloth 
i OK standards. 
i tf nat i Smooth round 
i { agit wire always 
tt eerie? i standard _ size. 








Woven evenly 
and thoroughly 


galvanized. 


G. F. Wright 
Steel & Wire Co. ' 


Worcester, Mass. 





Charting Hometown’s Trade 
(Continued from page 42) 


We find that actually the Hometown retailers did get 
considerably more than half of this estimated income— 
61 cents out of a dollar, to be exact. Of course, this 
does not account for all of the money that eventually 
found its way into retail channels because these people 
in the trading area, but living outside of Hometown, 
did a large part of their shopping in their own village 
or neighborhgod stores. 

And I confess with shame that undoubtedly some of 
the residents of Hometown did part of their buying in 
New York or Chicago or other large metropolitan cen- 
ters in spite of all of our Buy-in-Hometown campaigns. 
So once again we see that it was a normal American city. 

I estimate a volume of $36,000,000 for the retailers 
of Hometown in 1929. That’s not just a guess either. 

This, as well as the figures on the proportion handled 
through hardware outlets, is based on a Department of 
Commerce study of a city about the same size as the 
mythical one we are using in this case study. 


Census of Distribution 


Incidentally, accurate data on the volume of retail 
sales in your community will be available this year. 
The Census of Distribution to be taken by the Depart- 
ment of Commerce will not orily give you this as to 
total, but will also break them down according to types 
of retail stores. There is a good start for a trade survey. 

Returning to Hometown, the combined annual sales 
of its hardware stores is $671,775. This is 1.85 per cent 
of Hometown’s total retail business. 

Jones, with his annual volume of $200,000, stacks up 
as probably the leading retail hardware store in Home- 
town. He is getting nearly one-third of the total hard- 
ware store business. 

But this trade, survey, as ‘far as we have gone, shows 
Jones is operating in a fertile field and has lots of room 
for sales promotion. Carried further, the trade survey 
should show him the most logical places to seek more 
profitable business. 

This is as far as we can go in our study of Hometown. 

I presented it because it illustrates the first steps in 
making a trade survey and also for the reason that I 
think it is stimulating to the imagination to realize that 
the market possibilities of even a small community are 
figured not in thousands, but millions. 

In the first part of this talk I gave a rough outline 
of the ground a survey must cover. Then we handled 
certain of these points in a preliminary way in our study 
of the mythical city of Hometown and Jones, the hard- 
ware dealer there. Obviously, I cannot attempt to give 
you a complete set of instructions on how to make a 
trade survey. 

There is plenty of material at hand, but you will have 
to tailor your own job to fit your needs, and you must 
anticipate lots of headwork and legwork if you are 
going to do this thing. 

Let’s bring this discussion to a close by just treading 
where a few of the points we have been discussing lead 


us. 
For instance, when we know the number of families 


and homes in our territory, we can estimate the con- 
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sumption of specified products. I dare say if you send 
this data, for example, to the sales departments of paint 
manufacturers, they could estimate for you the amount 
of paint and allied products annually consumed in the 
area served by your store. Then you could decide 


whether it is worth while to more accurately merchan- | 


dise this item. 

As you begin to localize and break down statistical in- 
formation, it starts to take on its real practical value. 
In turning again to the subject of population, it’s easy 
enough to get for your city, and later it can be allocated 
to the various sections of your city. Even rural popu- 
lation can be accurately spotted with the use of the maps 
of rural free delivery routes, which can be secured from 
the Post Office Department. In fact,’ in our State, a 
private organization has prepared a map of each county, 
showing the location of every farm. 


For a Similar Job in a City Ward 


Here is a suggestion for a similar job in an urban 
community: Pick out a ward in your city, which con- 
tains a fairly good grade of residences. With some 
personal inspection of the records of the assessor’s office, 
list each home valued at $10,000 or more. 

Then find out who lives in each of these homes and 
what they do for a living. Then from that informa- 
tion follow through. Pick out the items you want to 
sell, select the logical prospects for the items from this 
group by the canvass method and then carry on your 
selling campaign accordingly. 

From these examples we see how the trade survey 
gradually narrows down in its scope and gives us in- 
formation that can be used to promote our business. In 
this manner it meets the test outlined in the opening of 
these markets; that is, that it must help us toward the 
end of increasing profits. 

I realize that the figures given you are elemental and 
only the beginning of a trade survey. I mention them 
because I think they stir the imagination and are a good 
way to illustrate the possibilities of work of this kind. 
Even the man in the relatively small community finds 
he is operating in a market that is potentially millions 
instead of thousands. I have shown you that there is 
just an attractive bird in the field and you should get a 
two-barreled shotgun and go after it. 

I have heard some of your speakers mention the 


market that can be studied, as far as industries are con- | 


cerned and all those things. Now, the trade surveys 
merely work from those elements I have outlined right 
down to where you can spot the average customer and 
learn what his needs are. It is not worth going into 
unless you decide to go through with the job. Trade 
surveys cannot be made without lots of head work. It 
would be nice if we could pick one off the old library 
shelf and say “Here is the story;” so really all I have 
attempted to do is to show you, as the theater does, a 
portion of the film of the coming movie show, where 
you see one of the most attractive members of the cast 
and you hear a shot and decide to come back. I have 
tried to sell you this, so that you can go into it later, 
when you have time. 
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Actions 
Speak Louder than 
Words! 


Every Rose dealer displays this demon- 
strator on his counter. 


It attracts the attention of the prospect. 
It arouses his interest. It tells him more in 
one swing than you could tell him in 100 
words. 


The prospect sees how quickly and silently 
the Rose Screen Door Check closes doors. 
Immediately he recalls the doors in his home 
that need silencing. He asks the price of 
the Rose Check . . . and 9 times out of 10 
he is surprised to find that it sells for 
only $2. 


This “silent salesman” is sent free to 
dealers with an order for 1 doz. $2 checks. 
(11 cartoned, 1 mounted). A smaller check, 
the Rose “77,” sells for only $1.00. 


Ask your jobber sales- 
Frank Rose Mfg. Co., 


Order your stock now. 
man or write to The 
Hastings, Nebr. 


ROSE 


SCREEN DOOR 
CHECK 
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“‘Here’s The Rule You Need’”’ 


The FARRAND RAPID RULE 


The Original Rigid—Flexible—Concave Rule 





The most remarkable practical invention in years. 
It is modernizing old methods of taking meas- 
urements. FARRAND rules are still giving 


efficient service after three years of constant use. 
One sale makes another. Now produced in three 
models, listing at $5.00, $3.75 and $3.00. 
DISTRIBUTED THROUGH WHOLESALERS 
Manufactured by 


HIRAM A. FARRAND, Inc., Berlin, N. H. 


















SCREWS 


A COMPLETE AND DEPENDABLE LINE 
AT THE RIGHT PRICES 
EXCEPTIONALLY PROMPT SERVICE 


76 YEARS ARE BACK OF EVERY PIECE PRODUCED 


GLARK Ros Port (0 








Studebaker Ave., Milldale, Conn. 





| arrive. 


His Business Card is a Photograph 
of His Store 


J. W. Burney, Evant, Tex., carries a business card 
| which is a clear photograph of his hardware store. His 


| 


| name stands out plainly above the word “Hardware” on 


Pei taqagy 


Ame mesa 29 


) | 
I 
: 





Saveaevagiweavasvevagavravaeaeweewaaegy 


the sign over the front of the establishment. A crowd 


| of sturdy Texans—customers, presumably—also appears 
| in the picture. Mr. Burney’s card was made by the Fox 
| Co., San Antonio, and the plan copyrighted by Carl D. 


Newton. 

This Texas merchant started his hardware business 
in Evant twenty years ago on a capital of $714. Now 
he carries a stock ranging from eight to twelve thousand 
dollars, owns his store and a number of other properties 


| in his community. It would be hard to imagine a card 


associating a man more closely with his business than 
this. 


General Situation 


Those business men who accept the current rumor of 
the street that general business is dull may find them- 
selves in a difficult position when the hoped-for orders 
A considerable number of important concerns 
have reported to us their inability to take prompt care 
of orders now being received. The prevalent idea that 


| business cannot improve until fall is already causing 





some business losses. 

Even a cursory study of the statistics of business to be 
found in these pages will develop evidence that business 
improvement has not only begun but, in some lines, is 
setting a new pace. While no business boom appears to 


| be in prospect, the consumptive demands of the people 


must be met and, with a continuing decline in unemploy- 
ment and the continued heavy distribution of dividends 
and interest, it is clear that the general buying power is 
not subnormal at this time. Further increases in out- 
door employment will augment consumer demand and 
the midsummer of 1930 will be even better than the 
early months of the year for the merchandise distributor, 
which will naturally reflect itself in transportation 
volume.—Central Trust Co. of Illinois. Reporting for 
June, 1930. 
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None Better at Any Price 
iar Slipknot Fric- Wo od 


tion Tape is one 
of the fastest 
sellers ever 
handled by the 
Hardware, 
Automobile and 
Electric- 
al Supply 
Houses. 
Never dries 
out and is 














Slipknot Friction Tape comes in attractive Orange and 
Blue Packages in 1, 2, 4, and 8 oz. rolls. Also in strik- 
ing Counter Display Cartons in 1 and 2 oz. rolls. 


Give it a trial. 
SOLD THROUGH JOBBERS 


Also manufacturers of Rubber Heels and Composition Taps 
Rubber Bands “Dime Assortment Display Cartons”’ 


Plymouth Rubber Company, Inc. 
1000 Revere St. Canton, Mass. 





Screws 


Rivets 


Roofing Nails 
Scratch Brush Wire 





THE BRIDGEPORT SCREW CO. 
Bridgeport, Conn., U. S. A. 


Representatives: 


Milton Pray Co., San Francisco, Los Angeles, Seattle 
George E. Quigley, Detroit 
G. M. Baird & Co., Memphis. Tenn. 





POULTRY NETTING 


Galvanized Before and Galvanized c4fter Weaving? 


Gf I LET = 
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. 4 < J 
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€ Look for the tag, carrying our name, at the end of every roll! 


= The Gilbert & Bennett Mfg. Co. 


Estoblished 1818—America’s Oldest Woven Wire Factory 
WIRE CLOTH, NETTING and FENCING 
Galvanized Sttel Wire Cloth i in all Meshes and Ganges 


Mew York City Kanaee City 











Why Do 
These Stores 
Keep Growing? 


Here and there, around the 
country, are merchants who see 
each season ahead of the last. 
Little stores grow into big 
ones. These men, startiag from 
scratch, gradually grow 
wealthy. They have competi- 
tion, just as you have. They 
are faced by the same condi- 
tions—chains, mounting over- 
head, shifting demands. But 
still they grow. They seem to 
thrive on the same conditons 
that sink the other fellow. 
There is no 100% prescription 
for hardware success. But 
there is a plan that works in 
most cases—a system that has 
converted hundreds of strug- 
ling stores into real money 
makers. Merchandise creates 
its own demand if displayed the 
way the Heller Company wants 
you to display it. You will see 
the possibilities as soon as you 
see Reference Catalog 6-A. 
Send for it TODAY 





“I'll have to admit that Heller 
knows how to merchandise 
through display,’’ said one East- 
ern hardware dealer to Mr. Van 
Hyning, our New York Man- 
ager, after a year of experience 
with the Heller display system. 
“I used to think buying and 
selling was the whole trick, 
but now, after following the 
Heller system, I realize that 1 
knew less than half of the 
modern method of merchandis- 
ing. Effective display counts 
as much as the merchandise 
and the prices themselves.” 


Business 4 Equipment 
Building Store 
Sign in the Margin, cut out W. C. Heller & Co. 


this ad and mail today. 


700 Bryant St., 


Montpelier, Ohio 

















78 


HARDWARE AGE for JUNE 12, 1930 











We Are Headquarters 
for Washers of Every Type 


Make all kinds and sizes of Wrought 
and Steel Plate Washers. Roll the 
plate ng for the purpose at our 
own works. ave specialized in this 
work for over 40 years. Also STAMP- 
INGS. 

Buy from Headquarters and save 
money. Send for 45 page Catalog. 


It contains practical washer informa- 
tion that every dealer should know. 


Wrought Washer Mfg. Co. 
46 South Bay St., Milwaukee, Wis. 
The World’s Largest Producer of Washers 











QUALITY-BUILT 
STEEL PULLEYS 


TACKLE or AWNING PUL- 
LEYS IN A VARIETY OF 
SIZES — GALVANIZED 
FINISH 
Superior in every way to cast 
iron pulleys. Sold at equal 

or lower prices. 

See your jobber or write direct 
for prices and information. 
Jobber’s inquiries invited. 


Hart & Cooley Mfg. Co. 


Successors to Federal Mfg. Co. 
61 W. Kinzie Street, Chicago 








Factory—Holland, Michigan 











Improved ‘‘Barnes’’ Type Pipe Cutter 
from the ARMSTRONG BROS. 


Line of Better Pipe Tools 











This 3-wheel Barnes type is especially 
adapted to work where the cut- 
ter cannot be revolved en- 
tirely around the 
pipe. 





Bodies of Certified Malle- 
able Iron—Pins of carefully 
hardened tool steel. Wheels 
of special Alloy Tool Steel 
— Improved Knife Blade 
Design — Cut faster, last 
longer. 





Write for ARMSTRONG BROS. TOOL CO. 
Catalog “The Tool Holder People” 
P-10 814 N. Francisco Ave. Chicago, U. S. A. 











Meet Your Trades Need << 
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carry anice profit 
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Write for Catalogs and Prices @ 
The Stewart Jron Works Company, Inc. 
625 Stewart Block, Cincinnati, O. 








D2 Everrmne 
in IRON, WIRE 
oand BRONZE 



























Hot of the 


Little yarns that others have laughed over 
culled from various sources. As a contem- 
porary puts it: “Some of them have been \ 

copied, the rest will be.” 


Nail Ke 











Teacher: “What do they 
call the instrument the 
French use for beheading 
people?” 

Willie: 
think.” 


“The Gillette, | 


“T always thought you were 
a gentleman,” she wept, as he 
let her out of his car in front 
of her house at 11 o'clock, 
“and now I know it.” 


Fair Parishioner: “You 
will be marrying me next 
Wednesday, sir. I’m so ex- 
cited, I hardly know my own 
mind !” 

Vicar: “Your intended, I 
imagine, must be in a simi- 
lar condition.” 


Mrs. Tellit: “Cousin Dor- 
othy, you know, always want- 
ed to have a little baby 
daughter so she could name 


her ‘June.’” 

Mrs. Askit: “Yes. Did she 
do it?” 

Mrs. Tellit: “No. The man 
she married was _ named 
‘Bugg.’ ” 


Little Willie pointed to his 
sister’s sweetie, Mr. Jones: 
“Mr. Jones kicked me yester- 
day,” he snarled, “but I got 
even with him. I mixed 
quinine with my sister’s face 
powder.” 


A certain busy merchant 
plumber whose time is worth 
money has a good method of 
dealing with barbers. As 
soon as he is seated in the 
chair he says: “Cut the whole 
three short.” 

“What three, 
the barber. 

“Hair, whiskers and chat. 
ter,” replies the merchant 


sir?” asks 


plumber. 


We grow when we are 
green. 

It’s when we think we are 
ripe that we begin to stag- 


nate. 





Prospective Tenant: “I like 
the house but I don’t fancy 
having that huge building op- 
posite. It cuts out the view.” 

Agent: “Oh, but that’s 
only a munition factory. It 
may blow up any day.” 





A tourist had become stuck 
in a dismal little one-street 
town in which all the inhab- 
itants appeared to be on the 
shady side of 70. 

“People seem to live a long 
time hereabouts,” he said to 
a discouraged-looking native. 

“You're right,’ agreed the 





other gloomily. “But what 
for beats me.” 
Scotch Father (out rid- 


ing): “Wee, Sandy, why are 
ye a-hidin’ under the lap- 
robe?” 

Sandy: “Whist, Father, 
dinna ye see the toll bridge 
we're a-comin’ to?” 

Father (quickly): “Hoot, 
lad, move over so that your 
mither can get under wi’ 
you.” 





A Certain Young Lady: 
“Don’t you love driving on a 
night like this?” 

Office Sheik: “Yes, but I 
thought I would wait until 
we got farther out in the 
country.” 





Sandy was a leader of the 
kirk. His increasing redness 
of nose very much alarmed 
his brother elders, and a del- 
egation awaited on him to in- 
quire the reason for the in- 
creasing color. 

Sandy explained thus: “It 
is glowing wi’ pride at never 
putting itself in anybody’s 
| business.” 
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This sturdy, one- 
piece Band Saw 
has a solid iron 
frame with re- 


movable base. ra h Oayecee 


It is right “Up- 
to-Date” in con- 
struction as well 
as in name— 
carefully ma- 
chined and cor- 
rectly adjusted. 


It operates per- 
fectly and the 
ATKINS _ Silver 
Steel Saw Blade 
makes quick 
work of any job. 


Price includes 1, 
-P. motor with 
belt and pulley. 





(QMOTOR ADJUST- 
. NG SCREW 
eur switcr 





Retails at $57.50 Fully Equipped 


Think of selling our “Up-to-Date” Portable Electric 
12-inch Band Saw, fully equipped, including ATKINS 
Silver Steel Saw Blade, for that LOW price. This 
outfit is the latest development in Blade Saw Equip- 
ment and has a special spring absorber to protect 
blades against breakage. 

All parts carefully machined and in perfect adjust- 
ment. Built to give entire satisfaction. Band Saw 
with Blade retails at $35.00. Base retails at $5.00. 
%4-hp. motor, belt and pulley retails at $17.50. Total: 
$57.50. May be had with 4-hp. motor, belt and pul- 
ley at $5.00 extra over %4-hp. price quoted. Aluminum 
Saw Guard, $8.50. Send for Full Details. 


UP-TO-DATE MACHINE WORKS 
2915 S. Wabash Avenue, CHICAGO, ILLINOIS 














Wickwire Brothers 


Hex. Poultry Netting 


Every roll made of Open Hearth Steel 
which resists rust much longer than 
Bessemer. 

The complete product is made in our own 
plant—we control every operation. Our 
method and quality of galvanizing gives 
added protection, as well as a good finish. 
All standard sizes. 







Supply You. 


Wa 
ERS _, 




















KEY BLANKS 


This Company has long been known as the leading manu- 
facturer of key blanks and key machines. Completeness of 
the line —quality of the product and quick service from 


our branch offices are, 







accepted as the 
key blank. 


is everywhere, 


standard 




















Dotenes 





INDEPENDENT LOCK CO. 
FACTORY AND GENERAL OFFICES AT 
PeTCRSURG- - - WASS. U.S A. 






























370 ATLANTIC AVE., 


THE ELASTIC TIP COMPANY 


MANUFACTURERS OF 


RUBBER GOODS AND SPECIALTIES 


SEND FOR ILLUSTRATED CATALOGUE OF OUR COMPLETE LINE OF 
FAST SELLING TIPS FOR ALL PURPOSES 


BOSTON, MASS. 











¢ et 


~~ < & 
































80 


HARDWARE AGE for JUNE 12, 1930 








Sets of 5 natural finish, full weight, hardened, 
straight, open end wrenches. 


| 





25 Sets $9.50 
20 * 18.00 
100 34.00 


Also sets of 5 “S” Wrenches at the same price. | 


The Kilborn & Bishop Co. 
NEW HAVEN, CONN. | 


POULTRY SUPPLIES 


66 F.O.B. Factory 




















Moe’s Line—Is a high grade complete line of Poultry 
Equipment, Feeders, Fountains, Brooders, etc., at popular 
prices, and nothing better made. It’s a fine line to handle. 


Write for Catalog. 


floEFT & COMPANY 


2305 Davis St. North Chicago, IIl. 


—BULL@ FROG, 
WHEELBARROWS 


Now is the time to sell your customers on the usefulness of | 
a wheelbarrow around the yard and garden by displaying and | 
demonstrating the attractive, light, and easy-running Home 
Barrow No. 301. Other Bull Frog barrows, carts and 
scrapers for every garden, farm, mill, mine, contracting and 
industrial use are shown in our new catalog. Write for it. 


The Toledo Wheel- 
barrow Company 
TOLEDO, OHIO 


Branch Office and Warehouse 
CHICAGO 
520 West Erie Street } 

















SPEED UP 
SALES 


Allith 


ROLLING LADDERS 


like Allith hangers—are always on the 
track. They speed up sales by reducing 
the time needed for each sale. They are 
attractive, durable, roll quietly and run 
freely. Your post card will bring prices 
and information by first mail. 


ALLITH - PROUTY COMPANY 
DANVILLE, ILLINOIS 

































“The Hardware Dealers’ Magazine” 
Published Every Thursday 





» 


Issued every Thursday by Iron Age Publishing Co. Division of the United Busine« 

Publishers, Inc., 239 West 39th Street, New York City. Andrew C. Pearsun. 

Chairman of the Board; Fritz J. Frank, President; C. A. Musselman, Vice-President; 
Frederic C. Stevens, Treasurer; Arnold L. Davis, Secretary. 


Member Audit Bureau of Circulations; Member of the Associate: 
Business Papers. 





EDITORIAL CONTENTS OF THIS ISSUE 


CEN MOURNE ei on ne ky ay ee ee 31 
Vacation Days Are Here Again.................. 33 
Texas Roads Also Run Both Ways. . 34 
Are You Losing Trade to Golf Town 36 
Boy Scouts Appreciate Your Interest.............. 37 
Children’s Day, a Merchandising Opportunity 38 
Charting Hometown’s Trade, by Clay Burbidge.... 40 
Trade Winds, by Llew S. Soule................ . 4B 
I Can Get It For You Wholesale ............... 44 
Hardware Age Display Feature for July.......... 46 
News of the Week.... . 49 
Saved From the Waste Basket, by Saunders Norvell.. 54 
Getieral Market News of the Week............... 56 
~ Hot Off the Nail Keg 78 





EDITORIAL REPRESENTATIVES 


CHicaco: Gzorcm F. Masser, 1507 Otis Bldg. 
PrrTsBuRGH: T. H. GREEN, 1319 Park Bldg. 
CLEVBLAND: F. L. PRENTISs, 1362 Hanna Bldg. 
CINOINNATI: ROBERT G. MOINTOSH, 409 Traction Bldg. 
BosToN: GERARD FRAZAR. 

MINNEAPOLIS: F. S. SMITH, 4216 Bryant Ave. S. 
WasHINGTON: L. W. Morrertr, 536 Investment Bldg. 


ADVERTISING REPRESENTATIVES 


Nwew York: P. J. Coscrave, 239 W. 39th St. 

BosToN: CHAUNCEY F. ENGLISH, 140 Federal St. 
PHILADELPHIA: HAROLD G. BLODGETT, 1402 Widener Bldg. 
CLEVELAND: WILL J. FeppmRY, 1362 Hanna Bldg. 

CuHioaco: D. M. ANDREWS, H. A. MAGUIRE, 1507 Otis Bldg. 


SUBSORIPTION PRICE—United States, its possessions, Canada, Meaico, Central Amer- 
ica, South America, Spain, and its colonies. One year, $3.00; Foreign countries not 
taking domestic rates, 1 year, $6.00; Single copies, 25¢. each. Subscription remit- 
tance should be made by Check, Post Office Money Order, Eapress Money Order or 
Bank Draft, payable to Harpware AGw, New York. 
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CLOTH 
AND WIRE 


4 IR E PRODUCTS 


“Buffalo” Quality Standard Galvanized 
Hardware Grade backed by 58 years’ ex- 
perience in wire cloth manufacturing. It 
gives the kind of service to yeur custom- 
ers that means more sales to you. Com- 
plete information and prices on request. 


Write for Folder 83-B 
BUFFALO WIRE WORKS CO., Inc. 


(Formerly Scheeler’s Sons) Est. 1869 
518 Terrace Buffalo, N. Y. 


FRE 


The sign of the 
master locksmith 
who cuts keys with 
the Segal Rectify- 
ing Cutter. 














COLORED 
METAL KEY 
SIGN 
Actual Size 
32 In. Long 
13% In. Deep 













SEGAL 
Key Cutter 







Segal Lock & Hardware Co. 
12 Warren St., New York City 


Tee 
Jimmy- 
Proof 
Locks 
Cad 








SAMSON TRADE MARK 


N75 ¥\y (1 O)N i OL O) 9 DY. C} SAO) 5.0.6.) 


BOSTON, MASS. 


SASH CORD 


SAMSON SPOT, PHOENIX and SACHEM brands 


each the standard of quality for its particular use. 


“There IS a Difference in Sash Cord”’ 
OTHER BRAIDED CORDS* COTTON TWINES 


Send for catalogue, samples and selling information 





HAND PLUG DRILL 
—— ee 


Complete catalog of 
Stone-Working Tools and 
Supplies on request. 





TROW & HOLDEN CO., Barre, Vt. 











VUVAVEVELDENEYE 





THE CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 


NEW BRITAIN, CONN. 


Warchousee—New York, Chicago, Philadelphia. 
Western Factory—Dayton, Ohio. 


ALUMINUM Stove 
Appeals to ii 
Every House- 


Pipe 


Lustrous 





e 
wife 
So light, bright, beautiful. 
Easiest of all stove pipe 
to put up. Requires no 
supporting wires. Never 
rusts. Lasts a_ lifetime. 
Enhances the appearance 
of enamel gas stoves. 
Recommended for gas 
water heaters and gas furnaces. Big seller. 


Write for prices. 


McCarthy Mfg. Co., Ine. . 
Pear Ave., Cleveland, Ohio 





Adjustable Elbows 











FOR INCREASED PROFITS SELL 


KEES SPECIALTIES 











There Is a Wide Demand For 
readily to customers of “cash and 
earry”’ ice stations, ice dealers, 

steel chain links. Jaws open 14 inches. 150-lb. 

eapacity. Attractively lacquered in red. 


9 KEES HOUSEHOLD ICE TONGS 
stores, campers, etc. Concave 
Send for prices and catalog of many other 


fr Kees Household Ice Tongs sell 
C ) pressed steel handle, non-binding 
Kees hardware specialties. 





Profitable 
Specialties 


F. D. Kees Manufacturing Company 
Beatrice, Nebraska 























PRENTISS VISES 
CHENEY NAILERS 
CHENEY HAMMERS 


Quality tools that build profitable 
business for you. 


Send for our latest catalogs—now. 


PRENTISS VISE CO. 
106-110 Lafayette St. New York 
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CLASSIFIED OPPORTUNITIES 





POSITIONS WANTED 


HELP WANTED 





RARE opportunity for wide awake retailer to secure services of young 
man with initiative, thoroughly conversant with owner’s problems in 
Hardware Housefurnishings Field, capable of originating and carrying 
out plans to stimulate your store’s sales and interest through distinctive 
window displays, show cards and unusual service and publicity 1. 
Inside—Outside. Part or tull time. Very reasonable. Address Box 
1-848, care of Hardware Age, New York City. 





HARDWARE man with ten years’ experience desires location with 
large retail or wholesale house as salesman. Am single and 26 years 
old and can furnish best of references as to character and hardware 
ability. Past three years spent as buyer for large retail store in South. 
Prefer Southern location. Address Box I-845, care of Harpware AGE, 
New York City. 





BUILDERS’ HARDWARE ESTIMATOR-SALESMAN, Contract Man, 
broad experience figuring from Architects’ Plans and specifications on 
all classes of construction work. Competent to take complete charge of Con- 
tract Department seeks position with progressive concern. Highest refer- 
ences furnished. Address Box 1-847, care of HarpwarE AGE, New York 


City. 





SALESMAN, age 41, married, twenty years’ experience selling job- 
bers and manufacturers screen, hardware cloth, netting, desires change. 
Sales 35 per cent over quota last year. Permanent connection more im- 
_ portant than salary or commission. Territory Chicago to Rocky Moun- 

tains, Missouri and north. References furnished. Address Box 7388-A, 


care of Harpware AcE, Otis Bldg., Chicago, III. 





WANTED experienced traveling salesman to cover Hardware, Auto 
Accessory and Garage trade in territory including the following points: 


Harrisonburg, Front Royal and Winchester, Virginia, Martinsburg, 
Berkeley Springs, Romney, Paw Paw, Keyser and Petersburg, West 
Virginia. Apply with references to F. P. MAY HARDWAR COM- 
PANY, 469 C Street, N. W. Washington, D. C 





CAPABLE man to take charge of large supply house located in the 
Bronx. Must be thoroughly familiar with hardware, mill, electrical, auto- 
motive and plumbing supplies. Best of references required. Address 
Box I-846, care of HarpwAreE AGE, New York City. 





BUSINESS OPPORTUNITIES 








LOCKSMITHS, KEY CUTTERS. OUR 1930 LOCK- 
SMITH DIRECTORY IS NOW _ READY FOR 
MAILING. 48 PAGES OF REAL LIVE INFORMA- 
TION.’ LOCK TRICKS. SHOP NEWS, ETC. $1.00 
POSTPAID. ALSO OTHER LOCKSMITH BOOKS. 
SEND FOR LIST. THE LOCKSMITH DIRECTORY, 
30 NORTH THIRD STREET, RICHMOND, VA. 











CAPABLE hardware, mill supplies, plumbing fixtures, building ma- 
terials, cutlery, hotel restaurant supplies, and catalog and price service 
man; desires connection with hardware jobber in the southern states, 
as buyer, sales manager or executive. Prefer mail order promotional work 
in the mail order department. Highest credentials. Address Box I-840, 
care of Harpware Ace, New York City. 


BUILDERS’ HARDWARE MAN, fourteen years’ experience, age 32, 
married, desires to make change. Thoroughly capable of scheduling hard- 
ware from Architects plans and to take complete charge of contract de- 
partment. Seeks connection with manufacturer, jobber or dealer. Best 
references furnished. Prefer east. Address Box 1-839, care of HARDWARE 
Ace, New York City. 


ADVERTISING-SALES PROMOTION MAN having complete charge 
of sales promotion, sales staff, correspondence, merchandising, art work 
and copy of an outstanding syndicated advertising service used by retail 
hardware merchants all over the country. Services available immediately. 
Address Box 1-833, care of Harpware Acz, New York City. 











YOUNG MAN desires position with reputable hardware concern. I 
have five years’ experience as retail hardware salesman, and four years 
as specialty salesman on the road, will consider store work or road work, 
- — best of references, address Post Office Box No. 1723, Jackson- 
ville, Fla. 





HELP WANTED 





HARDWARE and housefurnishing, prominent location in Manufactur- 
ing city. 75,000 population, eastern part Penna., $100,000 average yearly 
sales. Old established reputabie firm. Ss of oe = 3 7 mg 
warehouse 90 x 36. Stock will invoice ,000. mg term lease. Suit- 
able terms for payment arranged. EMPIRE BROKERS, INC., 152 W. 


42nd St., New York City. 





OPPORTUNITY to buy controlling interest in 75 year old jobbing 
Hardware Company. Well known firm with established patronage and 
highest reputation. Small investment will bring large return to enter- 
prising purchaser. Large city on Eastern Seaboard. Address J. L. C., 
29 Warren St., New York City. 





ADDED PROFITS DERIVED FROM THE SALE OF GENUINE 
NAVAJO RUGS direct from the Indian reservation. More demand for 
these rugs each day. A liberal arrangement will be made for those who 
Fa to add this profitable line. Gallup Mercantile Company, Gallup, New 

exico. 





FOR SALE —Established hardware business in Northern Virginia 
county seat, population 2000, excellent business opportunity, junction 
Federal and State highways, railroad facilities—must be sold. WILBU 
C. HALL, Attorney, Leesburg, Va. 








<= 


Department Heads 


and 
Salesmen 


By a large department store chain 
for plumbing, heating, hardware 
and paint department. Permanent 
position, with opportunities for ad- 
vancement, for men who are quali- 
fied by experience to plan and figure 
plumbing, heating and furnace jobs 
and have complete knowledge of 
the operation of a hardware depart- 
ment. 

All replies must be complete as to 
experience, age, past and present 
salary. 

Address Box No. 7389-A, 
care of Hardware Age, Chicago, IIl. 


SALES REPRESENTATIVES WANTED 





SALESMEN WANTED. We have openings for good sideline. Sales- 
men calling on the jobbing trade. Small household article. Wonderful 
repeater, household necessity patented item. All territories open. When 


replying give details on territory covered, experience, reference, etc. All 
replies Held confidential. Commission basis. Newark Products Company, 
27 Elizabeth Avenue, Newark, N. J. 














ESTABLISHED manufacturer of housefurnishing articles seeks three 
additional reliable sales representatives in Middle West to sell jobbers and 
department stores. Good repeater—fair margin. Endorsed by well known 
jobbers. Advertised in HarpwarE AGE. Write details to Box I-844, care 
of Harpware Ace, New York City. 





GOOD sideline for salesmen, retail and jobbing hardware trade, Eastern 
Penna. and Maryland. Small sample, quick sale. State experience and 
submit references. Some Southern territory open. TWIN CITY IRON 
& WIRE COMPANY, 35 W. Water St., St. Paul, Minn. 





SALESMEN or sales representatives to carry on a side, a short, sal- 
able line of Builders’ Hardware in the Eastern and Middle West States. 
Liberal commission. State lines carried and territory covered. Address 
Box I-849, care of Harpware AcE, New York City. 





SALESMEN—AII territories are just available for men to carry a new 
yacht or water mop, as a side line. Sold only to Jobbers and Department 
Stores on commission. State your experience and exactly the territory 
you want. KIN PIN MOP COMPANY, 352 Classon Avenue, Brooklyn, 





_LUSTROUS Aluminum Stove Pipe beautifies a gas stove, and lasts a 
life-time. Every stove dealer a prospect. Territories open. McCarthy 
Mfg. Co., Pear Ave., Cleveland, Ohio. 





a 





LET US Help You Word: Your “Want.” 
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INDEX TO ADVERTISERS 


care will be taken to index correctly. 























THE ADVERTISERS INDEX is published as a convenience and not as a part of the advertising contract. Every 
No allowance will be made for errors or failure to insert. 
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Tre MADISON 


‘OVERLOOKING OCEAN 
AT ILLINOIS AVENUE 
ATLANTIC CITY,.N. 


A HOTEL 
DISTINCTIVELY DIFFERENT 
JUST COMPLETED 


SHOWERS & BATHS 
THROUGHOUT 


FIRE PROOF 
SPECIAL WINTER RATES 











Inc 


i eee sme g EUGENE CAETTEN 














FAIRBANKS 
Wheelbarrows 


No. 739 Family 





The Sign of Side dump. 
Quality 


An Outstanding Seller 


We have never built a wheelbarrow that an- 
swered so many purposes and proved such a 
steady seller for General Hardware Stores. 


It’s light, easy to wheel and dump, and very 
strong for a small barrow. 


Send for Complete Catalog and Prices. 


The FAIRBANKS Company 


BOSTON NEW YORK PITTSBURGH 
Factory: Rome, Ga. 


Distribution Everywhere 























DOMES 


Better Than Casters 
Slide Softly—Silently—Smoothly 


Seventeen years of constant sliding service 
without a complaint 








; "APPLYING 4 
Look for Name Inside Each Dome 


If your Jobber cannot supply you—write us direct. 


DOMES of SILENCE 


INCORPORATED 
21 Pearl Street New York City 














Plasterers and Cement Finishers prefer Marshalltown Xtralite 
Trowels. 


It pays to sell this fast moving quality line that always has led 
in improvements—service AND demand. Xtralite means 25% 
lighter weight with the finest balance and feel ever offered in a 
trowel. 


Ask your Jobber or write for latest Catalog. 


MARSHALLTOWN TROWEL COMPANY 
MARSHALLTOWN, IOWA 
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KEYSTONE 


COPPER STEEL 
oe ee ee 
a =——~, 


— AND TIN PLATE 















COMPANY i: 
“Sing PITTS Bunce” i: 
, 
‘\ MARK REG U.S. PAT a 
¢ & : ‘ ; ‘ *' 

The MODERN MARK of a MODERN MATERIAL 
Meeting today’s diverse demands for sheet This Company manufactures high grade Blue 
steel requires the manufacture of numerous Annealed, Black, Galvanized, Automobile 
grades in varying degrees of finish, and other and Full Finished Sheets; Metal Furniture 
distinctive qualities. It is reassuring to buy- Stock, and Special Sheets for all purposes; 
ersand users to know that under one modern also Tin and Terne Plates. When maximum 
brand —Ame_rIcAN, can be obtained a com- rust-resistance is a factor,specify for KEYSTONE 
plete line of Sheet and Tin Mill Products for Copper Steel. It lasts!) Send for booklets 
all uses to which sheet metal is applicable. and weight cards SAVE WITH STEEL. 





_American Sheet and Tin Plate ag uy 


Generat Orrices: Frick Building, PittssurGH, PA. iy 3 
FA : 














Is Pi r 
AIA 9 seteepr! oo Sussipiary OF UniteD STATES STEEL CORPORATION B - “3 Pu A 





PRINCIPAL SUBSIDIARY MANUFACTURING COMPANIES OF UNITED STATES STEEL CORPORATION: 






AMERICAN BriIpGE COMPANY CARNEGIE STEEL COMPANY ILLINOIS STEEL COMPANY THE LORAIN STEEL COMPANY 
AMERICAN SHEET AND TIN PLATE COMPANY CYCLONE FENCE COMPANY MINNESOTA STEEL COMPANY TENNESSEE COAL, IRON & R. R. COMPANY 
AMERICAN STEEL AND WIRE COMPANY FEDERAL SHIPBUILDING AND Dry Dock COMPANY NATIONAL TUBE COMPANY UNIVERSAL ATLAS CEMENT COMPANY 


Pac. Coast Distributors—United States Steel Products Co. Columbia Dept., San Francisco, Los Angeles, Portland, Seattle, Honolulu. /xport Distributors —United States Steel Products Co., New York City 
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Honest Values Make Real Friends 


BY 


E. B. GALLAHER 


Editor, Clover Business Service 
Treasurer, Clover Mfg. Co. 


pyrene we get something which just tickles us pink—usually it is some- 
thing most unexpected. 

This morning I got a letter from one of the largest jobbers 
in America who has recently gone 100% Clover Color-Stripe 
Abrasive Papers and Cloths; here it is: 


Hardware 





“Note attached copy of letter written The 
Ill., which explains itself. Always glad 





Company, 

to do a good turn like this.” 
And here is the attached letter: 

“Yours of the 10th received. We have had very good success with the Abrasives 

manufactured by Clover Mfg. Co., Norwalk, Conn. 

“We used to think, too, that our trade demanded * * * * goods, but found 

this was not the case, at least in this territory. 

“Since we took on the Clover line we have not had a single complaint.” 





Of course I have had to leave the names out; but if you want them the letters are here. 
There is nothing better to be had than Clover Color-Stripe Abrasive Papers and 
Cloths, which have already been taken up exclusively by a dozen of the outstanding 
American jobbers, all of whom have expressed to us the 
very sentiments contained in the above letters; and. if we 
can serve them so successfully, we 
surely can serve you—if you wiil give 
us the chance. 
Samples and our complete sales- 
promotion plan will be sent on re- 


quest. Won’t you write us? 





E. B. GALLAHER: 


CLOVER MFG. E.., NORWALK, CONN., U.S. A. Clover Mfg. Co., Norwalk, Conn. 


| Send “PLAN” 
SINCE 1903 | Sample Emery Cloth 


SANDPAPERS Sample Aluminous Oxide Cloth 
METAL-CUTTING PAPERS AND CLOTH 


AUTOMOBILE NICKEL PASTE i 
METAL POLISHES Beira! 
| 


|_Sample Sandpaper 


Address 
CLOVER GRINDING AND LAPPING COMPOUNDS | i ; 
Character 
| of Business 
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